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One Order ——> 
One Electrotype 


hou Does the Business. 








More than one:sixtl 
of the entire reading 
population of the 
United States outside 
of large cities can be 








2 reached with one order 
and one electrotype. The advertiser sends us the 
order and the electrotype. We place his advertise- 
ment before this large audience. It is an easy way 
of accomplishing a big thing. Time, annoyance 
and a large amount of money are saved the advertiser. 
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The papers of the Atlantic Coast Lists exceed 
1450 weekly. 

They are local papers—nearly all weekly—a 
few monthly, semi-weekly and daily. 

Half a cent a line a paper for transient adver- 
tising. Quarter of a cent if 1,000 lines are engaged. 

Catalogue for the asking. 


Cae CoO C243 ~<3-3~-3-3 


ATLANTIC COAST LISTS, 


134 Leonard Street, New York. 
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LADIES’ HOME JOURNALISM. 


VYHAT MR. CURTIS DOES AND DOES 
NOT DO WITH ADVERTISERS-——HE 
CONVERTS ADS INTO THINGS OF 
BEAUTY, BUT HE WON’T TAKE MEDI- 
CINE ADS NOR INNOCENT PERSON- 
ALS—THE HUNDRED MARY SMITHS 
WHO PROVE THE CIRCULATION 
FIGURES, AND THE POPULAR FABLE 
ABOUT AD MEN STANDING IN LINE 
WITH THEIR COPY AND CONTRACTS 
—WHY MEL- ,_. a 
LIN’S FOOD | 
Is IN THE 
‘* JOURNAL ”” 
AND SCOTT’S 


EMULSION IS 
NOT. 
Mr. John 


Adams Thayer, 
the advertising 
manager of The 


ladies’ Home 
Journal, drop- 
ped in and 
joined a group 
of Philadelphia 
gentlemen with 
whom I was 


luncheoning 
the other day, 
and I immedi- 
ately availed 
myself of the 
opportunity to 
ask him if Zhe 
Ladies Home 
Journal expected to hold its own with 
Munsey’ s—when it expected to change 
its form and size—and various other 
pertinent and impertinent questions, 
more or less in seriousness, and which 
Mr. ‘hayer took in the same way and 
answered by inviting me over to the 
Journal office to learn for myself. 

The Journal has an entire double- 
front building on Arch street. It is a 
handsome new six-story structure, with 





Joun Apams THAYER, 
Advertising Manager 7he Ladies’ Home Yournal. 


a copious air shaft down through the 
center of it giving light and cheer to 
large, commodious offices uniquely lo- 
cated about its borders. In a way it 
reminds me of the architecture of 
Hilton, Hughes & Co.’s establishment, 
although it is designed by the famous 
Hardenberg, who architecturalized the 
palatial Hotel Waldorf in New York. 

This building is used solely for the 
editorial, managerial and clerical end 
of the publication, its successive stories 
being dedicated 
to the various 
gentlemen of 
genius with 
whom Mr. 
Curtis has sur- 
rounded him- 
self. Mr. Curtis 
and Mr. Bok 
have magnifi- 
cent apartments 
on the third 
floor. The 
fourth, fifth and 
sixth floors are 
devoted to the 
mailing bu- 
reaux, and the 
system pursued 
in the sending 
out of the Jour- 
nal is about as 
perfect a meth- 
od as can be 
devised for do- 
ing this vast 
work. The 
g0,000 pounds of type required for the 
names of subscribers is no ordinary 
item. 

ABOUT THAT 700,000. 

On my appearance on the sixth floor 
the gentleman in charge demonstrated 
things interesting about circulation in 
general and specifically. He showed 
me a list of 414,469 subscribers, and 
orders from the Central News Company 
for 244,100 copies for news-stands, 
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‘ We carry in stock, to supply new 
subscribers and back number calls, be- 
tween forty and fifty thousand copies. 
We find it necessary to do this, as the 
demand for back numbers continues 
for about a year,’’ said Mr. Thayer. 
“That figure is usually sufficient, but 
we were obliged to print a second 
edition of the December, January, 
February and March issues, and this 
reprint, too, is practically exhausted.” 

In the subscription bureau the card 
system is in use, and I was shown a 
drawer containing the name ‘‘Archer,”’ 
in which there were several hundred 
cards bearing the names of ‘‘ Miss”’ or 
**Mrs. A. Archer,’’ with whom I have 
no acquaintance. 

I do not know of anything wildly in- 
teresting about the average publica- 
tion establishments ; they are all pretty 
much alike, with varying degrees of 
manifest prosperity to correspond with 
their real prosperity. Of course the 
Journal has adequate facilities for 
printing its immense edition, a:d its 
processes and all that sort of thing 
are not particularly different from the 
process any modern publisher would 
use. But it is particularly interesting, 
it seems to me, to ask these publica- 
tion people searching questions with 
an idea of extracting information that 
has not previously been published. 

I1vS ACTUAL READERS. 

That is why I asked Mr. Thayer 
how many actual readers the Journal 
has. 

‘* You mean how many average read- 
ers to each copy ?”’ 

“‘Yes, if you have any authentic 
figures on that subject.’’ 

‘*The Journal has about five and 
one-tenth (5 I-10) readers to each 
copy ” 

“*It seems to me that this is pretty 
nearly what I have heard approxi- 
mated as the average circulation of a 
daily.” 

**IT do not know as I ever heard 
that,’’ replied Mr. Thayer. 

‘IT remember seeing somewhere in 
a magazine once—I think it was either 
Harper's, Scribner's or the Atlantic 
Monthly, an estimate that the average 
daily had five readers; the average 
weekly, ten ; the average monthly pub- 
lication, somewhere between fifteen 
and twenty. I have always had some 
doubts on these figures in my own 
mind, and would be glad to have you 
quote me real figures that would cast 
additional light in this direction.” 
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A HUNDRED MARY SMITHS. 
“H’m!”’ said Mr. Thayer; 


‘we 
know as well as any one could know 
that each copy of the Journal is read 


by five persons. We secured this in- 
formation by addressing a letter to one 
hundred Mary Smiths, who were sub- 
scribers to the Journal, asking eac! 
one how many persons read the par- 
ticular copy of the Journal sent to her 
address. The fifty-eight replies re- 
ceived represent a total of 294 readers, 
so that the average number of readers 
for each is five and a fraction. It is, 
of course, to be presumed that this es- 
timate applies to the entire circulation, 
as the names were selected without re- 
gard to any specific conditions, and the 
number of answers received is suffi- 
ciently large to be regarded as a fair 
average of the whole. One of these 
letters states that four people in one 
family read the Journal each month, 
advertisements and all; then three 
other families read it, making twelve 
persons in all.” 
WHAT A SUBSCRIBER IS. 

‘*Just what is a subscriber to the 
Journal, Mr. Thayer?” 

‘‘One who has sent us a subscrip- 
tion paid for in advance, or one who 
buys the Jousna/ on the news-stands.” 

‘© You have no free list then?” 

‘*Practically none. A few copies 
are sent to advertisers, and to our ex- 
change list—it’s awfully small you'd 
be surprised.” 

‘* What is your rule about dropping 
delinquent subscribers ?”’ 

‘“‘We immediately discontinue at 
the expiration of their subscription, un- 
less renewed with a cash remittance.” 

**T note that your circulation has 
not materially increased in the last few 
years, and yet the Journal has made 
noticeable strides in progress from a 
literary and artistic point of view. How 
do you account for this?” 

‘The times have not been propi- 
tious for a large increase in circula- 
tion, and inasmuch as our manufactur- 
ing facilities are only sufficient to 
print about 700,000 copies monthly, 
we have been content to hold our own 
until such time when we could increase 
our capacity.”’ 

“I notice, however, that you have 
kept up your advertising for circula- 
tion during this period.”’ 

‘We only spent about $80,000 last 
season.”’ 

‘*Only eighty thousand ! How much 
do you usually spend?” 
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‘Well, I suppose everybocy knows 
‘hat we went as high as $360,000 in 
one year once, or $1,000 a day.” 

Lying on Mr. Thayer’s desk was an 
-laborate brochure with an Aubrey 

eardsley cover, which is reproduced 
herewith. The ads spoken of are 


— sien ie) 

















Home Journal would not print. It 
consisted chiefly of cough remedies, 
dyspeptic pills, Electropoise, asthma 
and stomach cures, syrup of figs and 
ingrowing toe-nails. 

‘*We do not take advertisements of 
a medical, remedial or curative nat- 
ure.” 

‘* You turn down Scott’s Emulsion, 
but you take Mellin’s Food.’’ 

‘*We have not turned down Scott’s 
Emulsion. Advertisers doing their 
business direct and requiring commis- 
sion do not send us any business, for 
it is well known that we give no com- 
missions except to legitimate and gener- 
ally-recognized advertising agencies.”’ 

‘*But would you turn down Scott’s 
Emulsion if it was offered to you on 
your own terms ?”’ 

‘*We cross no bridges until we 
come to them.”’ 

‘*But you have not told me why 
you run Mellin’s Food.”’ 

A DISTINCTION WITHOUT —— 

‘*Mellin’s Food is a food and not a 
medicine, and is so advertised.” 

Mr. ‘lt hayer gave me a confidential 
glimpse of an advance copy of the June 
number. He held on to one end of it 
while I looked at the other end. 
They have a rule over there in the 


quarter-pages that have appeared in Journai office about those things, 


the Journal, and which are justly con- 
sidered of sufficient interest to be 
welcomed by the general advertisers 
and agents to whom they will be sent 
as samples of advanced ideas in il- 
lustration and display. 

This switched the conversation off 
on to advertising, and gave me an op- 
portunity to ask Mr. Thayer about that 
popular fable of advertisers standing 
in line, contract and copy in hand, 
waiting to get into the columns of the 


Journal. 
‘‘We had to omit 397 lines, or more 
than two columns, from the June num- 


ber, now on the press,’’ said Mr. 
‘Thayer in reply, ‘‘and to the May 
number we had to add pages to ac- 
commodate ten extra columns of busi- 
ness.”"” 

BUSINESS THEY REFUSE. 

‘‘And besides this there are many 
perfectly reputable houses whose busi- 
ness you do not accept ?’”’ 

‘‘Oh, yes, here is an illustration of 
it.” Then Mr. Thayer showed me 
an issue of a well-known weekly pub- 
lication in which he had figured up 
that there were two and a half col- 
umns of advertising that Zhe Ladies’ 























which the advertising manager does 
not violate even in his own interests. 
Inasmuch as this article will probably 
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appear not long before the Journal 
appears on the news-stands, I am vio- 
lating no confidence when I say that 
Hires’ Root Beer has a full page on 
the back cover, one of the most beauti- 
ful advertisements, I think, that I 
have run across this year. I reproduce 
it on preceding page. 

‘That page,’’ said Mr. Thayer, 
‘*was sold in forty-five minutes. But 
then it was quite a close call, for two days 
after we received an order for ancther 
full-page advertisement to go in this 
position. We had to run it inside.”’ 

THE FULL-PAGE FAD. 

The full-page idea is one that has 
become specially conspicuous in the 
Journal only during the last three 
years. Inthe eight years previous to 
that time only fourteen full-page ad- 
vertisements appeared in the Journad, 
whereas in the past three years there 
have been sixty-three. The outside 
fourth-cover pages are almost always 
sold a year ahead. 

I secured Mr. Thayer’s permission 
to reproduce the inside of the first 
cover of this June issue in comparison 
with the corresponding page in 1891, 
to show the advance made by the 
Journal as a representative publication 
in the treatment of its advertising, and 
hereby hangs a tale of progress in typo- 
graphical and advertising illustration. 
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1895. 

When I asked Mr. Thayer about 
the Journal's celebrated rules of dis- 
play he referred me to this paragraph 
of the Journal's rate card : 

Advertisements containing cuts, bleck- 
faced type, borders, etc., are subject to our 
pomme and to resetting of type matter. 
Careful artistic treatment given wherever 
practicable. Proofs sent upon request, if 
there be sufficient time. 

This is terse and prosaic compared 
with the demonstration Mr. Thayer 
gave me in person. He said: 

RULES OF DISPLAY. 

‘With our make-up, rules regarding 
display are a necessity. Without them 
the pages containing advertising would 
show an incongruous mass of adver- 
tisements, the principal idea being to 
obtain prominence by some _black- 
faced type, inartistic cut or border. 
Advertisers approve our course, but 
occasionally they plead ignorance, as 
did a brilliant and aggressive ae 
tising manager who wrote us for ‘ 
framed or unframed copy of the let 
of display used in Zhe Ladies’ Home 
Journal that it might be hung in his 
outer office as an awful example to 
the many representatives that call.’” 

‘*Whereupon you produced some- 
thing of that sort ?”’ 

‘* We have no frinted rules of dis- 
play. All advertising, cuts and type 
are entirely subject to our approval, 





















nd we spare neither time, toil nor ex- 
nse in making our advertising col- 
mns as attractive to our readers as 
ie rest of the magazine. We have 
veral artists working upon adver- 
ements all the time. We buy the 
iitest designs in types and borders, 
1 do we stop here, for many of our 
st effects in borders are the work of 
r own artists. We do all of this, 
t only for the purpose of making 
r advertising as valuable as pus- 
le to the advertiser, but to improve 
: artistic and typographical excel- 
ice of the pages containing adver- 
ing. Our pride more than our 
fit dictates this course. There was 
first some little opposition to our 
sire to reset and improve advertise- 
nts, but the matter is so fully un- 
rstood now by advertisers that full 
rmission is almost always given. 
Mr. Thaver showed me a number of 
vertisements as they were when they 
ne to the Journal office, and as they 
re when the /Journa/ office had got- 
en in its fine work ; here is a before 
ud after effect that is somewhat 
iking : 
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LOWNEY'S 
CHOCOLATE BONBONS 


MAME OM EVERY Puce 

AmPLe J > SAMPLE PACKAGE Wom IN STAMPS 
. ‘ THE WALTER Lowney co 

69 PEARL ST. BOSTON MAS3, 


LO\WNEY ) 


(HOY 








‘“How much advertising, Mr. 
Thayer, does the Journal carry in a 
year?” 

‘About $350,000. In a single is- 
sue—that of May alone—it aggregated 
$34,996.90, net, all of which is paid 
with the single exception of one five-line 
advertisement. Most advertisers take 
advantage, by the way, of our discount 
of five per cent for cash in advance, 
and it is seldom that we have as much 
as one-tenth of one per cent of our 
business unpaid when the issue goes to 
yress,”” 
= Of course, Mr. Thayer, you have 
lots of queer experiences with adver- 
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tising and advertisers. I won’t ask 
you about Royal Baking Powder, but 
haven’t you something else of interest?” 
A DECLINED ‘‘ PERSONAL.”’ 
‘*Yes. Here is a novel advertise- 
ment that was received this morning 
from a gentleman in Chicago, who 
wanted it inserted in the next issue of 
the Journa?. Perhaps this would be 
interesting to the readers of PRINTERS’ 
INK. ‘lhe name of the would-be ad- 
vertiser is, of course, omitted.”’ 





ANTED TO KNOW A LADY—A 
decided brunette ; rather tall, of good 
figure and health (fine looking); with com- 
mon sense (cultivated) and practical knowl- 
edge of domestic affairs (in case of need) ; she 
must not be fond of dogs, or if so will not 
lead them on the street by a string, or feed 
them from the dishes in public restaurants 
and hotels. Good woman, if you are a dele- 
gate to a convention of female politics, this 
is not intended for you, no matter what your 
circumstances in life may be. I am not a 
—. neither am I looking fora fortune, 
ut desire to become acquainted with a lady 
of courage, virtue and modesty, who believes 
in God, the creator of heaven and earth, and 
Christ, the Saviour; one who dresses neatly 
and in style, but not foolishly. When it be- 
comes necessary the writer will give the high- 
est references as to character, etc. No letters 
desired from ladies over 24 nor under 19 
years of age. 





There are probably several thousand 
other interesting things about the Jour- 
nal, but I have filled all the space 
PRINTERS’ INK. will be apt to allow 
me and so cut short my Ladies’ Home 
Jeurnalizing. ADDISON ARCHER. 

——— + 
WHEN the outgo’s exceeding the income, 

And the pathway’s disheart’ning and dark, 

hen worries and cares fast are leaving 

On the face of the merchant their mark, 

O ’tis then that the word “ advertising ”’ 

Holds deep meaning to him who believes, 
For it offers a way out of darkness, | 

And a means all lost ground to retrieve. 








Visrror—I suppose your greatest trouble is 
to get the advertisements for your paper? 
ountry Editor—No, the hardest part is to 
get the pay from the advertisers, 
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THAT TRILBY CRAZE. 





Oh Trilby, famous Trilby ! how well you’re advertised 
In every nook and corner your name is recognized. 
And persevering merchants who formerly lacked fame, 


Their goods have made attractive by the magic of your name. 


They’ve christened, without reason, the most prosaic wares 
By that poetic title that the artist’s model bears ; 
There’s ‘‘ Trilby ” hats and bonnets, there’s ‘‘ Trilby ’’ gloves and t cs 


And ‘‘ Trilby”’ coats and jackets, and pantaloons likewise. 


We read in every paper about the ‘‘ Trilby ’’ shoes, 
Of ‘‘ Trilby”’ sox and corsets, and the brewers’ ‘‘ Trilby ’’ brews, 
The butcher cuts us ‘‘ Trilby ’’ steaks, the cook makes ‘‘ Trilby ’’ pies 


And even ‘‘ Trilby’’ carriages they’re going to advertise. 


We drink the ‘‘ Trilby ” cocktails, and ‘‘ Trilby’ weeds we smoke 
And ‘“‘ Trilby’’ teas are thought to be a perfect masterstroke. 
The’re ‘‘‘frilby”’ wheels and carpets, and ‘‘ Trilby’’ perfumes, too. 


And also ‘‘ Trilby”’ puzzles which are difficult to do. 


” 


Perhaps we'll hear this summer of ‘‘ Trilby’”’ real estate, 
Of ‘ Trilby” ice cream, ‘‘ Trilby”’ boats, and ‘‘ Trilby”’ roller skate. 
We would not wonder greatly what things they advertised 


By that great name, for everything on earth seems Trilbyized. 


But here’s the moral, advertisers—here’s the point for you, 
To study and take lessons from, although it is not new, 
These men whose goods are now upon the market Trilbyized, 


How well they know the value of a name much advertised ! 
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POINTS TO 


If 


Your Goods 
are 

| High Class 

ame or if you believe 

as in them 


The Sun 


should be your 
First Selection. 

If you seek a leading 
Advertising 
Medium 
Both as to quality and 
circulation, 
address, 


THE SUN.. 


New York. 
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Not a relic of the past but Ping 
TRUTH 





a newspaper of to-day.... FTES 
AA THE AA 


FOKT WORTH 


(TEXAS) 


QAZETTE 


Is the Widest Circulated Newspaper 
in Central Texas. 








It is the pride of the people and it is ‘‘ posted” 
on Texas. 

It preaches Texas all the year round. Thus 
Texas grows with wonderful strides. 

So does Fort Worth and the Gazette. It is 
remarkable. 

If it's Texans you want to reach, the GazeTTE’s 
the medium—none better. 


It Reaches Texans. 





S. C. BECKWITH, 
PLAIN SOLE AGENT, 


Tribune Building, The Rookery, 


CTRUTH NEW YORK. CHICAGO. 
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‘¢ Atlanta has at least one daily with a larger regular 
issue and sale than any at any other point south of Wash- 
ington, Louisville, Denver and San Francisco.’’—GEO. 
P. ROWELL & CO. 











Atlanta, Georgia.... 


Has 100,000 Population. 


The Atlanta « 
* # Journal 


This Year Wonders will be Accomplished 
down there. There will be a big 


WORLD’S FAIR. 


WWW WOUPeeenrneeneeee 








with 5,000,000 people. 
«6-2 
.... The Atlanta Journal... 


will reach all these. Moral: Take no other. 


HOKE SMITH, President. 
F. H. RICHARDSON, Editor. 
H. H. CABANISS, Business Manager. 





Ss. C. BECKWITH, 


Sole Agent Foreign Advertising, 





48 TRIBUNE BUILDING, N. Y. 
469 THE ROOKERY, CHICAGO. 
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Commercial-Appeal 


COVERS 
TENNESSEE, = ARKANSAS, 
ALABAMA «> GEORGIA. 


MEMPHIS, ts tome” 


Is in the center of the fertile Mississippi Valley, 
has eleven miles of railroads, and the great Mis- 
sissippi River and tributaries to carry its trade and 
the CoMMERCIAL-APPEAL to the thousands of fami- 
lies in all the surrounding country that it reaches 
every day. 


MEMPHIS COMMERCIAL-APPEAL, 
DAILY, SUNDAY, WEEKLY. 


THE COMMERCIAL, - ESTABLISHED 1889 
THE AVALANCHE, - a 1857 
THE APPEAL, - 3 1840 


CONSOLIDATED JULY 1, 1894. | 


«_Known Circulation» 
DAILY, Exceeding 18,000 


SUNDAY, Exceeding 20,000 
WEEKLY, Exceeding 50,000 








Honest advertisers are offered HONEST RATES 
in an HONEST NEWSPAPER with an HONEST 
CIRCULATION. 


A. FRANK RICHARDSON, 


Tribune Building, Chamber of Commerce, 
NEW YORK. CHICAGO. 
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4 SUNDAY, MAY 12TH, CARRIED | 
+ 98; Columns of Advertising 


The Other Daily Had Only 65 1-2. 
Why this Immense Difference ? 


=f 


<3 You spend your money where it does the 


most good. So do the others. This 
is why the keen business men of St. 
Paul use the GLose so freely. 


IT REACHES THE PEOPLE. 


= 





They have found it out. 


Bee 


NEW YORK OFFICE: 


517 and 518 Temple Court. 
Cc. E. ELLIS, Manager. 
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Chica 20 
Dispa tch 


| Live Pa per 


i For. 


Live People 


And it is patronized by... 


Live Advertisers.... 











oaseoa 


| Its Advertisements Bring Prompt and 


Remunerative Returns. 























WHY HE SUCCEEDED. 
Summit, N. J., May 8, 1895. 
Editor of Printers’ Ink: : 

Two gentlemen were talking one day, and 
among other things spoke of a certain man 
in their town who did not appear to be as 
successful as he had hoped to be and it had 
been expected he would be by his friends. 
He was a veterinary surgeon, and as there 
was another doctor of the same kind in the 
town his non-success was attributed to that 
fact. 

Said one gentleman: “I am sorry Dr. 
S—— does not have more business; he is a 
very capable man and deserves to succeed, 
for he was a very earnest scholar at the 
American Veterinary College, passed a ver 
good examination and graduated with full 
honors; besides I know he thoroughly un- 
derstands his business, for he has doctored 
both a horse and some dogs with great skill, 
in our family, when the horse had n given 
up by another doctor.” 

“Well, I can tell you why it is, in m 
opinion, that he does not get more trade ; 
have mever seen his ad in any paper, while his 
competitor has a standing card in at least two 
of the leading papers of our town, and al- 
though he is rarely in his office when people 
call, for he is rather a dude, they wait until he 
returns, as they do not know of any other 
doctor of the kind within ten miles, and it is 
easier to wait a half hour than go that dis- 
tance for some one else.” 

“if that is the reason, as you think it is, 
I shall try to convince him that he is in 
error, and that an ad in the papers around 
would benefit him. I am sure it is for lack 
of experience that he has not thought of the 
thing himself.” 

Business took these two gentlemen out of 
town, and it was almost a year afterward be- 
fore they met again, but one day they did 
meet at almost the identical place where 
they had been talking one year before. After 
exchanging remarks about their own busi- 
ness and asking about the different people 
whom they knew, one of the gentlemen sud- 
denly exclaimed: ‘* By the way, Brown, talk 
about advertising not paying, did you ever 
see such success as Dr. S—— has had since 
you advised him to put his card in two or 
three papers, which he did. Why, he is act- 
ually so busy that he is obliged to have an 
assistant. You see now, when people go to 
the other doctor and find that he is out, they 
go directly to Dr. S., and people who have 
gone to him once invariably go there next 
time when such service is needed, while his 
adversary is being driven from the town for 
want of practice. I tell you it pays to ad- 
vertise, if you attend to your business after 
advertising. Just insert a good card, then 
stay in your office or have some one stay 
there for you, to take orders, and you will be 
sure to succeed.”’ ATSON, 

i es 

WE DO. 

SPRINGFIELD, O., May 13, 1895. 
Editor of Printers’ Ink: 
_ If you think the information is of sufficient 
importance you may mention in PRINTERs’ 
Ink that the writer has severed his connec- 
tion with the Hosterman Publishing Co. and 
entered the employ of Mast, Crowell & Kirk- 
patrick, publishers of the Farm and Fireside 
and Ladies’ Home Companion, and he will 


attempt to fill the position of advertising 
nena made vacant by the sudden death of 
Mr. W. W. 


h some two months ago. 
Geo. S. Beck. 


PRINTERS’ 











INK. 


DOES THE COSMOPOLITAN LEAD? 
Editor of Printers’ Ink: 

In your issue of May 15 the Cosmopolitan 
is the only monthly in magazine form appear- 
ing in the complete list given a guaranteed 
circulation of over 100,000 copies. In a 
previous issue its exact circulation is put at 
203,333- Am I safe in selecting the Cosmo- 
politan for a trial advertisement as the one 
magazine of largest circulation? 

ADVERTISER. 
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New York, May 10, 1895. 

The list referred to is compiled from 
advance sheets of the American News- 
paper Directory for 1895, and the 
editor of that work asserts that from 
no other of the great magazines was he 
able to obtain a signed statement of 
actual issue establishing so large a 
circulation as that accorded to the 
Cosmopolitan.—Ed. P. I. 


+ ___—__ 
GREAT ENTHUSIASM IN ST. LAWRENCE 
COUNTY. 


Canton, N. Y., May 8, 1895. 
Editor of Printers’ INK: 

I want to acknowledge the great aid 
Printers’ Ink has been to me in soliciting 
and writing ads for the St. Lawrence Plain- 
dealer. Printers’ Ink would bea paying 
investment to me at four times its present 
cost. It was not until I began to make it my 
Bible that I succeeded in getting our country 
advertisers out of the old rut of allowing 
their ads to remain standing until they were 
covered with gray hairs. It was ruining the 
advertising business in town, as the ordinary 
merchant is averse to writing more than two 
ads a year, and he justly claimed that a 
moth-eaten ad gave no returns. A year ago 
I began the practice of writing up ads for 
different ame, using ideas gained from 
Printers’ Ink, and presenting them to 
merchants. They snap at them. I 
worked frequent changes, doubled our adver- 
tising patronage, and am well satisfied with 
the result. It is a good thing andI shall 
“push it along.” ILLISTON MANLEY. 


SS 
WHO SAID ABILITY? 
SoMERVILLE, Mass., May 10, 1895. 
Editor of Printers’ Ink: 
Dear Sir—Recently your columns con- 
tained the following advertisement: 


WANTED that will make real estate 
f a Will you help me think, and 
adson speculation! Want to stir 
thoughts are exha 
town 
our ads hel 
return mail. 
Vancouver, Bri' 











I cannot refrain from expressing the 
thought that one should not expect ad writers, 
of recognized ability, to submit their work, 
right and left, ‘ton speculation, It isn’t 
fair to the writer, and doesn’t yield desired 
results, usually, I think. : 

Cutrton S. Wavy, Writer. 


TREASURE TROVE. 
Rockvitte, N. B., May 13, 1895. 
Editor of Printers’ Ink: 

I work in a printing office and occasionally 
get a glimpse of your publication. I found 
about a hundred back numbers last summer 
and I saved every one and I read them in 
leisure moments. Harvey P, Dove, 
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MAKERS OF EMBLEMS, 
Ba.timore, Md., May 11, 1895. 
Editor of Printers’ Ink: 

There is one branch of the manufacturin; 
jewelry trade that ought to advertise, an 
that is the makers of emblems, lapel buttons 
and pins for the different organizations. 
While I have placed orders with four or five, 
I frequently come across a design that my 
customer wants more of, but it is very hard 
work to find the maker ; almost in every in- 
stance it results in failure, and then the order 
is lost, as it does not always pay to make new 
dies; but if the concern chat made them 
would only advertise in his trade journal ; 

ple like myself always hunt in a trade 
journal for the ad they are looking for, and 
the one that is there generally secures that 
order and makes a weed customer. 

Joun W. Jongs, 1302 E. Baltimore St. 


Classified Advertisements. 


mage oe this head, twolines or more 
without display, 25 cents a line Must be 
handed in one week in advance. 


WANTS. 
Grr HOUSEKEEPING. Ads. 


G OOD HOUSEKEEPING. Ads. 


On diPoss 3, RY. : 
w2s weekly. >. bee A eM Printers ine, 


MoE biggest Prizes that have been offered ad 
writers for many a day. See the Chouteau 
» page so. 
7 EEKLY WANTED TO LE TO LEASE, term of y: 


rivilege of cE) Experience 
references. W W.T. T. HICKS. ton St., Chicago, 


\ILVER DOLLARS wanted in exchange for 
the million. If 
k, Printer, 305 


etal and electrotypes 
JAWE, 41 Park Kow, 





Dearborn St., Chicago, Illinoi Illinois. 
yg oh energetic advert abvertiotn 
perioneed ai 


over. References of tthe hese, best. —e ideas 
moderate. “ A.,” care Printers’ Ink. 


\y 4st a, ~ fetching illustratio: to ~ | 
advertisi ising ideas — == bent of black an 
white. Ad —4 4 PAPER AND 
PRESS, 1414 Sou tan fag hiladelphia. 
ANTED—Newspaper paper publishers desi 
V xf should communicate to eet bull 


partiontare of what th - sell. MAS3A- 
HUSETTS NEWSPAPER EXCHANGE, Back 
Bay, n, Mass, 
ee ee ae of an immense 
wn. ci n, experienced 
ous methods of building up a bi 
list, Het, io open f for an Al offer. Ad 


Gem BARGAIN—Cox D uplex Press, 
ee nan condition, with folder ; 


d-hand 
pa and folds 2, mplete papers per hour, 
m sides one ther orens! ‘or or 
one. REGISTER- 


wi for some 
Gazerre t TE 00. ke Rockford, Ill. 

Aga THOROUGH business ma man, ' 
lence and lin all’b 

paper 7-3 rn printing, desires position pA 
ness or advertisi: r of moon dail 


as to pay a salary commensurate with abil- 
ity. Address “ WATSi TSUN,” ca ” care Printers’ Ink. 


with 18 years’ > 
new: 





plant. Is correspondent 
editor of college annual. 
to character and ability. 

* care Printers’ Ink. 





PRINTERS’ INK. 





af ie 
“Minneapolis, 


7 ANTED— Agents, exclusive Sepritory, contin- 
uous employment. Our leader now-—a 


bp = jour— new, up-to-date Rever- 
sible ptoss Statistical Wall Map of U. and 
World. The only 


be gectnn ge uch in the 
world, likewise the best vod - 


W 4NTED — Chance 
70. TO TOWASEN eae St. M 
V 


for stamp. 
ISTER, Reed Bidg., 


I AM 23 years old have been employed one ted 
asa bank collector and four in the bi 
égecemens 3 city 


e mail. 
more work right than nine out of ten clerks; in 
fact, | never met a clerk who could 
more than Ido. This sound conceited, but 
it is true. Iam only asa clerk, and have 
no ability as a coll r, solicitor or reporter. 
I can furnish the best of references and eit! —_ a 


= ay oo yg will start art at 2 a 
price,as I mus ve a ion. “ 
care Printers’ Ink. 

BOOKS. 


LD books bought and sold. Send stamp for 
list. ddress A. J. CRAWFORD, 312 North 
7th St., St. Louis, M 


pAnase sicx SIGNALS, a manu monunl of practical hints 

for general adve: Price, by mail, 50 
cents, Address PRINTERS’ INK, 10 Spruce 8t., 
New York. 


mapas NEWSPAPER DIRECTORY for 
issued Describes 


895 ( June ~ and re- 
iad the owe of 20,395 news; rs and pe- 
Triodicals. Pays a re of $25 for every case 


ys 
where a yoo A is Age accord 
rating in ith facts shown by his 
statement in de Sait it signed and dated, and $100 
re to the person who shows any such 
statement to have been untrue. Over 1,000 


r ows if 
KO = 


FOR SALE. 
Fs ALB 4 Complete Fi re of |: ceed INK. 


3 DD BUYS 100,000 6x9 circ achcomy MAYER’S 

() £5 ELECTRIC PRESS, Madison, Wis. 
3 50 BUYS 1 INCH. 50,000 copies Proven. 

$ -2U “WOMAN'S WORK, Athens, Ga. 

‘<é 


N her Post-INTELLIGENCER Seattle has one 

of the four aT Pooty. papers of the Pacific 
Coast.”—Harper's 

T A BARGAIN—A pay paying comntey weekly in 

West Lge 7 = oo good a t; good reason 

for selling. *C. ’ care ters’ 


Fper ay ay a bargain, a alargemonthly sto 
= n be to toany large reasons for orvi 
D ot on ; good reasons 

nse sr iapayi igo care of Printers’ 

ne ‘SALE Perfecting Press,Goss <-> val 

w, in perfect order, dust as good as when 

it left the factory. Guaranteed to print, fold and 

count 10,000 4 or Fon ence Pape papers an hour. 
been used k and 


r sell 


as 

also f phlet vere. 

— for no fault. Address CHAS. P. P. DAVIS, 
Springfield, Mass. 


ee SALE—A Monthly ly Agricultural Paper, 
blished in one of "the thriftiest cities in 

ie — The paper sons a large su bscription 

st an 


ee present managing editor having been — 
and another field of labor, the 
good-will of the business 





at another office. This is he oF opnerea 
life-time for some one with a little capital ‘and 
ng the qualifications necessary, £0 con- 

uct a business of me e. sy mt EMING- 
TON, care Printers’ Ink, 10 Spruce St., New York. 


























NEWSPAPER INSURANCE. 


‘THE YANK, Boston, Mass., wards off business 
death. 6, 000 monthly. 





—_———+o-——— 
SPECIAL WRITING. 


7’ DITORIAL writi ng for weel Be Pita ORIG- 
INAL IDEAS , 1008 W. 


—_—_ +e 
STREET CAR ADVERTISING. 
ro. Street Car Advertisin ng everywhere, 
GEO. W. LEWISCO., Girard rd Bidg., Phil’a, Pa: 


ae 
CLIPPING BUREA| AU. 


Souranaz CLIPPING BUREAU, Atlan 
N Clippings for Advertisers, Class 


Ga. 
our- 
ne a, ‘Anthors 


TRADE CATA TALOG UES. 
(REE SILVER not * wanted, but will give good 
value in Catalogues and ‘Circulars for some. 
If in need, address H. E. BECKER, Printer, 305 
Dearborn St., Chicago, Llinois. 





PAPER. 
M. PLUMMER & CO. furnish the paper for 
4 this magazine. We invite correspond- 
ence with reliable houses regarding paper of all 
kinds. 45 Beekman St., New York. 


++ 
MERCANTILE LAW. 


CAVANAGH & THOMAS, Omaha raska, 
lawyers and adjusters. Sarnttione or job- 

bers handled anywhere in Iowa or 

with success; 2,000 of the leading Eastern job. 

bers examine our reports every week. Are rec 

ommended by all credit men as the best system 

of watching their trade. Write us. Reference, 
. & J. Sloan, New York City. 








oe 
BILLPOSTING AND _AND DISTRIBUTING. 

P PRINTZ, gg” of ator of advertising matter, 

730 9th St., N. E., Washington, D.C. 
4 LASKA, as a “untouched by advertisers. 
4 Posting and distributing. B. H. MORAN, 
Juneau, Alaska. 
\ ’E distribute advertising Carga nont OY 

ern N.Y. Get our res. NSTROYER 
CO., 383 Central Ave., Roc er, x 





F. BRUNS & co. Distributors of Adver- 
tising Matter and Bi!lposters, St. Charles, 
Reference : Any business firm in the city. 


Lb. 


Mo. 





ADDRESSES AND ADDRESSING. 


YEKIN CITY DIRECTORY for 1895 will contain 
over 3,000 names and addresses. Directories 
and adverticing space for sale. Write quick. 


rti: 
SHADE, ‘Pekin, Tl. 
ETTERS bought, sold or rented. Valuable 
4 lines of fresh letters always in stock for 
rental. Write for lists and prices. Debility let. 
ters a speciale A. — GWELL & CO., 112 
Dearborn St., Chicag 


P= Clippings a See aareseee—1 examine 

” country newspapers every week, and 
furnish gy rg —- {Adresses — births, 
marriages, .—and clippings 0 
kinds. E. E. STEVENS, Galena, Kan. 


TO LET. 
bg ANK, Boston. Space. 


7 om HOUSEKEEPING. 
. P. HUBBARD, Mgr., 8 vrimes Bldg., N 


G ‘OOD HOUSEKEEPING. Spa 
H. P. HUBBARD, Megr., $8 Times Bidg., N.Y 


\ ’E have for rent, at 10 Spruce St., two con- 
necting offices, one large and one onal. 
They are up only one flight of stairs and are w 
lighted —_ the pleasantest offices in the bulld. 
ing. Size of large room about 2 x24; smaller. 
10x15. If wanting such o‘fces, please call and 
talk about price, etc. Will be fitted up to suit. 
Address GEO. P. ROWELL & CO 
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INK. 
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PRESSWORK. 


ms you have a Jong run of Ja pe it will 
n the you “— consult us. 


press-room 
e ani Best of works ~y Feasonable 
ERRIS BROS., 324-330 Pearl St., N. 
———_+or—___ 
ELECTROTYPES. 


LECTROTY PING—That’s the whole sto’ 
THOS. “s CROSLEY CO., 149 Leonard St., N 


Seen PE, gu a. aeons 
oy SORP r ann PLaTEs for 
etching. —_ IANT & oo. — ost Arch St., 





»AY ?. 0 a wi our best half-tone portrait. 
kinds of cuts at prices as HOTO | ing. 
write us your wants. CHICAGO PH 
GRAVING CO., 185 Madison St., Chicago. 


¥ may write your own ads, but one thing 
sure— you can’t make your own rene 
Think of us ; $1.50 for best half tone on paces 
like that and work the best. CHICAGO PHOTO 
ENGRAVING CO., 185 Madison St. q. Bs, 


— or 
ADVERTISING AGENCIES. 
AGENCIES know GOOD HOUSEKEEPING. 


A GENCIES know GOOD HOUSEKEEPING. 


‘ TANLEY DAY, New Market, N. J. ADVERTIS- 
ER’s GUIDE, Be. a year. Sample mailed free 

A ou —_ to advertise anything anywhere 
any time, write to the GEO. P ROWELL 
ADVERTISING CO., 10 Spruce St., New York. 


YAN FRANCISCO has more more publications than 
\ any other . its size in the world. We 
know which are the best, their actual circula- 
tions, their lowest rates. What can we do for 
yout WILDER & CO., 621 Market St., San Fran- 
cisco. 


ee 
MISCELLANEOUS. 
G OOD HOUSEKEEPING. Excellent. 


G OOD HOUSEKEEPING. Excellent. 


MACHINE WOKK—Patents, Novelties, etc., 

4 made at low rates. METZRATH, New 
Brunswick, N. J. 

6s I her Post-INTELLIGENCER Seattle has one 

of the four ee papers of the Pacific 
Coast.””— Harper’s 

fe Buckeye Chalk Plate Co., 52 Frankfort 

St., Glevelang oe ae plates less than 

60 per ce Write for circular. 


oo RK ESPEee Combined Ruler and T 
uare. New. Handsomel, —— Highly 
indorsed by business colleges. 35 € conte 
Satisfaction guaranteed. FRED w. CLOUGH, 
Box 244, Springfield, Mass. 








ADV. ERTISING G } NO VELTIES. 


GRANDMA'S ROCKER, ., the latest ad carrier, 
¥ ‘places the ad before the family and kee} 8 
there Pe go cost. Samples free. F. P. 





DEN, P. O. Box 1758, Boston, | Mass. 
ye: the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 


reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


A: the American National a Win" print 
your ad on all four 


bound; in constant demand. rint 
cut to every household. 


s of cover. ort- 
- ined quantity. for ‘sample .~ 
estimate for spec juantit cists 
quests noticed. THE CORRE NT Port SHING 
CO., 1026 Filbert Street, Philadelphia, la 


FOR A NOVELTY—We will pay $100 
for the best original idea or Ca — 
advertising novelty sent us before July 15th, 18965. 


‘may and Fag peemarped to govern pre 
The yo to become our prope mn pay- 
ment of awa: are will be made ity both. 

s not a be returned. 


“NOVELTY,” © Cc. PW JOHNSON & Co., Detroit, 














18 


ILLUSTRATORS AND ILLUSTRATIONS. 
OLID TYPE talks in GOOD POUREEREPING. 
Illustrated ads show ns 


A= MEYER, D 
kman Street, New = York. 


QOLID TYPE talks inGOOD HOUSEKEEPING. 
Illustrated ads show excellent. 


mor off alg ad with a clever, attractive little 





ios m 


sketch. Ten, made to fit oat 2 #5 O.K. 
or money. return . RL AMS, 83 L. & 
T. Bldg. ashington, D. C. 


H ANDSOME illustrations and initials for mag- 
azines, weeklies and —— printing, 5c. 
inch. Sample pages uts free. A I- 

‘AN ILLUSTRATING CO., Newark, N. J. 





ADVERTISEMENT CONSTRUCTORS, 
A Doms ARCHER, 1 Union 8q., N. Y. 





ADS SMITH. Baltimore. Washington. 


GQ MITH has ideas. Baltimore. Washington. 
= 


F McC. SMITH. Baltimore. Washington. 
. 


F. 


]°, Mec. SMITH. 
. 


McC. SMITH. Baltimore. Washington. 


Baltimore. Washington 


y=5 a RBORO, Box 63, Station W, Brooklyn, 





ETCHY ads. JAMES R. 
1308 B St., 8. V 
$1 00. (( reo ads. See Chouteau Place ad, 
page 35, and go in to win. 


T USINESS literature— interested ! I Rich all 


LONG, Wash., D.C., 








details of writing and printing. CLIFTON jj 


WADY, Somerville (Boston), Mass. 


SAFE rule to follow : No matter who does 
ri e writing of your ads, circulars or book- 
poen the sure to have WM. JOHNSTON, of Print- 

Press, do the printing. 


wi WANT TRADE ?-When I will write you 
free a trial advertisement suitable for your 

business ; send 1@ cents postage. W.C. STEW- 
ART, 4114 Elm Ave., Philadelphia. 


W HILE LE you think of it, ask for a copy of 
ess Bullets,” the little booklet that 
has brought lots of business to me. JED SCAR- 


BORO, Box 63, Station W, Brooklyn. 


XPERIENCED in laboratory, in store and on 

4 the road, with ten years’ constant writing, i is 
what I offer those who need medical ads. 
ULYSSES G. MANNING, South Bend, Ind. 


aan se for — advertisements a year. 
a “ “ 


32 
E. L. SMITH, Codman odman Bldg., Boston, Mass. 
ee se advertising bee wrote for us three 
years ago is stil] doing pos work,” said 
aclientto me the other day. that’s what 
it was for. WOLSTAN DIXEY, 86 eWorld Bide. 





PRINTERS’ INK. 


Tee F you want ads that will stand right outon the 
and ‘m after you. Tell me 

hat You wan ‘ou want it. 
SCAR RO, Box 63, Station 1 Station W, Brooklyn, N. Y. 


6é DVERTISING FOR RETAILERS,” 64 pages, 
25 ay If you don’t get Seana 7 
roenyes BATES, Wanderbilt Bu Building, New York. 


y= is believing. In almost ev 

where our work has been seen it has ‘brought 
us clients. We write, design, illustrate ads, cir- 
culars, booklets. We'll send samy les if you 
— WILDER & CO., 621 Market St., san Fran 
cisco. 


I HAVE several customers for whom I write 
larly daily and weekly ads. I want 

more. I wan " 

clients. I want you to realize the value of my 

service. I'll tell you what I can do if you write. 

H. P. BROWN, Paulsboro, N. J. 


A BUSINESS man should not imagine that be- 
cause he handles the best goods in his line he 

bound to succeed. The greatest success comes 
ae through Spe advertising, and eoek print- 
ing is one of the most important adjuncts. For 
Peeing of - ao grade, THE LOTUS PRESS, 140 





ps the printed matter which you have been 

putting out pay! If it does not we are con 
fident we can m member we do the 
whole business, writing and printing. If you 
mean business send for samples. Address WM. 
JOHNSTON, ay Printers’ Ink Press, 10 
Spruce St., New Yor 


THE lowest prices I can afford are as follows : 
For writing ten retail ads, $10 Coens 

ten cuts, if preferred) ; booklets, #1 a pz ; ten 
medical’ mag £6 inches or less), $20 ; circu ae, $3 
and more. roe want cheaper work the 
ante advise P78. ne vey oe writers, 
but remember nobod ‘gt work nee r 
than BERT M. MOSES, Box Prookiya, N = 
Where do you 


ive! 


GREAT many catalogues are eooery during 
*\ the summer months, and a t deal o 
money is spent on them. The di cones in re- 
— tween a nice catalogue and an ordinary 
one is very Gress, while the difference in cost is 
oniy slight. Where it is a — of price merely 
rank to confess that some printers — 
ree —— we, but if good taste is an im 
r there are none better qualified t 
THE LOTUS PRESS, | and high-grade 
printers, 140 W. 23d St. 


|= importance of having a good trade-mark 
appears to be appreciated ; perhaps it is due 
to the extremely low price we have placed on it. 
For $10 we will make an artistic trade-mark, in 
two sizes, suitable for your ads and your printed 
yoy S guint —S —y artists we can do it 
at this a mickle makes a 
muckle,” cna "besides it it Frill robably lead to 
other — If you will send Sto and your busi- 
ness card, t eg with any suggestions you may 
wish to taal will submit a sketch before 
making the finished cuts. Our reputation as high- 
few printers is our guarantee of the quality of 
vork. A trade-mark adds dignity to every 
business. THE LOTUS PRESS, 5 and 
high-grade printers, 140 West 23d St. 








than I can do. 
August I will not be rush 


prepare for war.” 
campaign. Write to me about it. 





Prosperity 


is coming. Business will jump next fall. 
I have —- now to keep me 
. Some orders I have now can 
can still take a little work for delivery before July 1. 
want is some important work to do is July and August peace— 
Have your ammunition ready for the September 3. 


Charles Austin Bates 


In September I shall have more work 

usy till July 1, butin July and 

be put off so that I 

“5 YO —— I really 
“In t 


_1418-1414-1415 
Vanderbilt Building, New York. 


























PRINTERS, 


Vas AN BIBBER'S 
Printers’ Rollers. 


4 be LOTUS PRESS, 140 W. 23d St. (See ads 
under Advertisement Constructors). 


paeeaae we make type, cases, stands and 
verything that a printer needs—an 

yur prices are the best. See us first. WALKER 

& BRESNAN, 201 to 205 William St., N. Y. 





» OOKLETS by the sre to advertise your 
> business. . per 1, Write for esti- 
mates on your work. Lowest prices in the U. 8. 
SPRINGFIELD PUB. Cco., Springfield, Mass. 
. > 
SUPPLIES. 


Lb AN BIBBER’S 
Printers’ Rollers. 


INC for aching. BRUCE & COOK, 190 Water 


4 St, New 


fi HIS PAPER is Printed with ink manufact- 

ured by the W. ILSON PRINTING INK 
CO., L't’d, 10 Spruce St. “ae York. Special prices 
to cash buyers. 


E entones 10,000 good 00 good quality No. 6 White 

4 Envelopes, printed with your card, for $13.00, 

cash with order ; 5,000, $6.70. CHAS. BUCHAN 
2nd, Seneca Castle, N. ¥ - ae 


WOME of the best business men in this country 
‘ are using “c ushion ” autograph stamps that 
I’ll make you one for $1. Other stamps 
. E. KENNEDY, _ Findlay, Ohio. 


wT ATE maps, 1895 edition just nd wall map, 

new feature, retail $3, to agents $1. ge 
size 50c. less; vest et size, with inde 
less. Address ST, LOUIS CALLERS’ REGIS 
Reed Building, St. Louis, Mo. 


1 (), O00 2; Packet Heads, ruled, and 10,000 

50-Ilb. White Envelopes, 6%, tull 
government ; both with your card rinted on 
fo r $20.00 spot cash, f. 0. b. Holyoke. Send for 





I made. 


also, 


ER, 


samples. La 1 quantities lower rates. GRIF- 
FITHM, AXTE co, Embossers and 
Printers, 2%, Mass. 


++ 
ADVERTISING MEDIA. 
TH YANK, Boston, Mass., 60,000 monthly. 


» OCKLAND, eo DAILY STAR. 
\ in three counties. 


Only daily 


LF you advertise in Ohio you will get results. 
For particulars address H. D. LA COSTE, 38 
Park Row, New Yo 


NY person advertising in PRINTERS’ INK 
to the amount of $10 is entitled to receive 
the paper for one year 


6é ] N her Post-INTELLIGENCER Seattle has one 
of the four = papers of the Pacific 
Coast.”— Harper’s W eekly. 
( “tg R adversieors rs that bring results. 
-D. LAC E. 38 Par k Row, New York. 
Age ~ for good pew Bd only. 


[Hs MIDLAND MONTHLY, Des Moines Iowa, 

reaches the best people in the eight North- 
western States. Employing no Eastern solicitor, 
it makes a uniform rate so low that advertisers 
get big returns on small investments. 


I y?3 you want to reach ba yg ———— and 


PRINTERS’ 





INK. 
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ARRANGED BY STATES. 


Advertisements under this head, two lines or more 


without display, 25 cents a line 
black-Saced type the 
handed in one week 


ARKANSAS. 
WANT SOME OF THIS? 


2 the next ninety days the eee a of the 


With displa 
rice is 50 cents a line. 
in advance. 


ust 








eekly ARKANSAS GAZETTE that the 
cireulation of that paper will not be less than 
Fifteen Thousand each issue. Advertisers who 


want to reach the ore of Arkansas should 
take advantage of this. No advance in rates. 
The weekly GAZETTE consists of 12 pages, and is 
the best family peweoener published in the 
Soutiwers, and wil] pay advertisers better than 

y paper printed or circulated in Arkansas. 
For rates apply to 

GAZETTE PUBLISHING CO., 
Little Rock, Ark. 


CALIFORNIA. 


OS ANGELES TIMES—Southern California’s 
dL great daily. Foremost advertising neta 
|= great California fruit-growing district 
which San Jose is the center is we horoaghiy 
covered by the San Jose MERCURY. Sample cop- 











ies free. For advertising rates in daily or 
weekly address San Jose, 
San Francisco, Cal., the 


THE WA VE, leading Pacific Coast so- 
ciety, literary and political weekly. E. KATZ, 
186-187 World Bldg, New 13, 000 ---— 








York, N. Y.,sole agent 
CONNECTICUT. 
T THE UNION, 
<7 ‘iia Cc yan, 


Daily Wee 500. 
Western Connecticut she” ycovered by the 


resentative, 620 


L. MOSEs, New 
PUBLISHING 


York Re 

Vonderbite Bldg. THE trio 
CO., Bridgeport, Conn. 

THE TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 


Every nook —_ corner in the Nutmeg State is 
covered by ther By special trains and by pony 
expresses these ore papers are delivered Sunday 
morning all over Connecticut. Special editions 
are sent inio —e New Haven, Meriden, 
Danbury and Anson 
Combined circulation, $0,000. 150,000 Readers. 


IOWA. 


( UALITY as well as quantity are important 

a foranadvertiser. The TELE- 
GRAPH, Dubuque, Iowa, eve its patrons both. 
Many of the largest and leading advertisers are 
represented in its columns. 


LOUISIANA. 


QO.'N PRESBYTERIAN, New Orleans, wkly cir. 
\ over Ala., Ark., Fla., La., Miss.. Tenn., Tex. 




















count printers! T 
America to-day for securing that class of trade 
is THE Eprror, published by The Editor Publish- 
ing Co., Franklin, Ohio. Sample copies and rates 
mailed upon application. 


RE you advertising in Ohio! We invite your 
4% attention to the Dayton MORNING TIMES, 
circulating 4,500 copies daily ; the EVENING News, 
9,500 copies each issue, and the WEEKLY 


MAINE. 


DS in THE INDEPENDENT, ving ‘on, Me., 
produce results and mail ord 


NEBRASKA. 














News, 4,500 copies; are the r ive fam- 
ily new! rs of Dayton, and. with their com- 
bined circulation of 14,000 copies daily ee. 
oughly reach the homes of that section. Da: 
isa prosperous . of 80.000, and the "News poor 
TrmEs are long established journals, and have al- 
ways enjoyed to a marked di the confidence 
and ouput o of the best ple in Dayton. Ad- 
A COSTE, 38 Park Row, New York. 





dress 


F you want as ~e advertising medium try 
I Tn C CHIEF, Red Cloud, Ne’ 68,400 copies 
printed in 18%. An all home print, 8-page jour- 
nal. Covers fine territory. 

TEARLY 700 publishers are increasing their 
Fi circulation by “5 ee i Germans the 
FREIE PRESSE, Lincoln, Neb., at 65 cts. per year ; 
8-page wkly; samples free. Ww rite for particulars. 











MASSACHUSETTS. 





PRINTERS’ INK. 


NEW JERSEY. 





CENTS for 40 words, 6 Daily ENTER- 
PRISE, Brockton, Mass. irculation 7,000, 
\ ’ ONDERFUL !—Send 10c. to FRANK HARRI- 

SON, Boston, Mass.,and see what you will get. 


3 








MICHIGAN. 


p= SUNS, 118,000 weekly. 








Mich., is ype Every citi- 
the RECORD 
Ts 800 DEMOCRAT, Sault Ste. Marie, Mich. 
1t should be on your list. 
SAGINAW COURIER-HERALD. Daily, 6,000 
Sunday, 7,000; weekly, 14,000. 
WAgINnaw COURIER-HERALD is delivered di- 
rectly into the homes by its own carriers. 
es -¥! COURIER-HERALD, = cire™n 
n No. Mich. Full Assoe’d Press d 
pF TROT SUS, | Taverna and SUNDAY, 
8,000, are profitable mediums. 
G* —— TAPIDS DEMOCRAT, the leadin; ng Re 
outside Detroit. 13. 000 
GaGINaw evening weenay NEWS. Largest 
circulations in the Saginaw Valley, ar 
I ETROIT ton uae SUN, ‘oe, Sr 
SUNDAY SUN, 25,2%. Adv. office, 517 ik 
ple Court, eer York City. Books and press- 
room always open to a 5 meray of advertisers 
or their repr 
.~o* Advertise where ‘ou will get pay- 
Adv risers are W ell leased 
with “ e PTLLUSTRATED and SUNDA SUNS, 
Detroit, Mich. Advertising office, 517 Temple 
Court, xew ¥ ork ears bad for full particu- 
lars. Cir eekly. 


ye 























cir 


























@AGINAW COURIER HE RALD is the — 

\ newspaper in Northern Michigan 

Datiy 6 000 a Mondays, Sunday and W. eekly. 
pai: est. 1870; Sunday, 7,000; Wee 

14,000, est. 1857. Saginaw (pop. 66,000) is the “third 

city in Michigan. ‘or further information ad- 

dress H. D. LACUSTE, 38 Park Row, New York. 


MINNESOTA. 
TH DULUTH NEWS-TRIBUNE — The only 
morning daily paper. } “Established in 1879. 
Pubithes at the head of th of the Great Lakes, Du- 




















Agent, 
73 Tribune Building, New York. A. E. Chantier, 
Editor and Manager. 
MISSOURI. 
EACH doctors — MEDICAL  p—- --_oceceaaaaal 
y does it best. 1006 Olive, St. Lo 
MONTANA. 





= LIVINGSTON ENTERPRISE : oe 
all home print. Circulation exceeds 


NACONDA STANDARD. Circulation three 
times greater than that of any other daily 
or Sunday paper in Montana: 10,000 copies daily. 


NEVADA. 


MpHE WEEKLY COURIER, Genoa. Six pages. 
All home print. Leads in Nevada. 


NEW HAMPSHIRE. 


Established 1877. 


The GRANITE MonTHLy ; 


Beautifully Mlustrated. 
A New Hampshire Magazine. 
FRANK E. MORRISON, - - Special Agent, 














TEMPLE COURT, New York. 


OPULAR adv. mediums: Bri 2D xis J.) 
Ev’G News, 3,600; Bridgeton (N. J.) DOLLAR 
WEEKLY NEws, Ly 600. Rowell guarantees cire’n. 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - {5,500. 
Advertisers find IT PAYS! 


NEW YORK. 


UEEN OF FASHION, New York City 
Issued monthly. A million n copies t a year. 


PORK AND B BEEF PACKERS’ DIRECTORY— 
7,000 NATIONAL PROVISIONER, 
284 Pearl St., Ne Now “York. 


Ask for Special Rates for Advertising ip 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES. 


THE HOUSEWIFE, 


New Office, 114 Nassau St., N.Y. 
Circulation 75,000 Copies Monthly. 


Send for Advertising Rates and 
Specimen Copies. 


ELMIRA 
TELEGRATS1. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 


A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 


Albany’s Most Popular Daily. 
Circulation 17,400. 


Albany’s Great One-Cent 
Newspaper. 


This is to cartel, the oy the Cteouiottes of 
PHE pars AND KNICKEK- 
BOCKER Is Souatuniie Increasing sy that 
the abe of copies pres this day was 
17,400, W. D. KELLY, PRESSMAN. 
State of New York, City and County of Albany. 
Sworn to before me this 16th day of Novem 
ber, 1894. JouN J. GALLOG 
Notary Public, cay. N.Y. 
THE PRESS CO., Publishers, 


Press Bldg., Albany, N. Y. 
































Ten Cents per week for the Dally and 
Sunday Press. 





OHIO. 


Daiaee MORNING TIMES and EVENING 
‘EWS give advertisers satisfactory results. 


LARGEST cire’n of any Prohibition paper in 
nation: BEACON AND NEw ERa, Springfield, O. 


7 OUNGSTOWN VINDICATOR, 7,800 daily, 5,200 
weekly. Leading newspaper in Eastern Ohio. 


HE TRri-STATE GROCER visits tne ers and 
ae merchants of Ohio, Ind, and Mich. 
eekly. If you are not in it, 1t will pay you to 
write % TRESTATE GROCER CO., Toledo, O. 
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OKLAHOMA. 


T= GUTHRIE DAILY LEADER, the leadin, 
morning paper in the Territory, accepts a 

vertising with the distinct and positive guar- 
ntee that it has double the paid circulation mg 
1y newspaper published in Oklahoma. F. 
Lucas, Adv. Mgr. 


PENNSYLVANIA. 


| | ARRISBURG PATRIOT, est. 1858. Democrat- 
ie; 8 ; 8,000 daily, 5,000 weekly. Lead- 
r at State capi Rates 











1 family news 
»w. Population 40, 
{ ESIRABLE READERS and # good circula- 
tion are what advertisers receive in the 
HESTER TIMES. 30,000 well-to-do, intelligent 
eople read the Times with their capper every 
ay. WALLACE & SPROUL, C! er 
AILY INTELLIGENCER—est. 
i WEEKLY INTELLIGENC Eten, 1804. 
Joylestown, Sosnayiven 
Have ——— been exclusive y home print pa- 
ers, with larger circulation than any competi- 
wo mediums for advertising in Bucks 
vunty. 











RHODE ISLAND. 


[HE HOME GUARD, Eevitonce, RIL 
year. Circulation 50,000. 


SOUTH CAROLINA. 


\" a = ae of THE STATE, Columbia, 8. 

is the most popular paper in a hundred 

§ south Carolina towns. The semi weekly edition 
caches over 1,000 post-offices in South Carolina. 


TEXAS. 


I a | TEXAS BAPTIST STANDARD, of Waco, 

‘exas, an average weekly circulation 
am. 1894 of 19,230. This s guaranteed in Row- 
ell’s new Directory to be the circulation 
fany ag oe paper published in Texas, Ad- 
vertising rates 





Tenth 




















VIRGINIA. 


‘HE = Ricemend,. oy 15.0 “people 
paper in a communi of people, 

publishes full A ssocia’ and is 
rive, up-to-date family newspaper. Under its 

new management, typesetting machines and a 
ew press have been put in and many improve- 
nents made, Greater ~ 5 cireulation than an: 

i the tm daily. D. LACOSTE, 38 Par! 
ow ew . 








WASHINGTON. 


S EATTLE POST-INTELLIGENCEKR. 








died ] N her Post-INTELLIGENCER Seattle has one 
of the a papers of the Pacific 
‘oast.”—Harper’s 








THE 

SPORANE SPOKESMAN- ~REVIEW 

_ Only morning pa 

{AN and REVIEW , my f. 

eld. No competitor within 500 miies. - 
tion Spokane, 1881, 500 ; 1894, 35,000. T 
present history of Spokane has been marvelous ; 
its future will be the wonder of Western civili- 
zation. The Review is the rec ized exponent 
of all the best interests of Spokane and the vast 
country tributary to it. 


MEXICO. 


‘THE foremost Protestant paper in Mexico, EL 
Faro, comes out the Ist and 15th of each 
month. Apartado 305, Mentos City. 











SO. & CEN. AMERICA. 


P PANAMA STAR & HERALD. 
ANDRE as & CO., 52 Broad St., Agents. 
Send for sample copy. 





INK. 
CLASS PUBLICATIONS. 


AGRICULTURAL IMPLEMENTS. 
FARM MACHINERY (Eli), St. Louis, Mo. 
it issue in 8 years, “or 
Smallest issue in 8 years, 
Largest average for 12 Seeatee 17,600, 
AGRICULTURE. 


HOME AND FARM, Louisville, Ky. 
WISCONSIN AGRICULTURIST, Racine, Wis, 


ARCHITECTURE. 
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THE INLAND ARCHITEC T, Chicago. Best i 
West. Ask any prominent architect about it 
COAL. 
COAL TRADE JOURNAL New York City. 
DAIRYING. 
The American Creamery, Chicago. 
FASHIONS. 


QUEEN OF FASHION, N. Y. City. 
oo monthly. A million copies a Fes 
THE WAVE, San Francisco, Cal. 000 weekly. 
HARDWARE AND HOUSE pliner 


HARDWARE DEALERS’ MAGAZINE. 
= ~ Dollars Pays for a Page for Three 
onths, 


If your goods can be sold in Hardware Stores 
ouradvertisement in x HARDWARE DEALEKS’ 
os will di - 7 Pe your pon 

cu 


ers. 
the World, and = in every city in the —S_ 
United States; also circulates in ada and 
Great Britain. Carries 82 pages of advertise- 
ments from pug pom houses. Sample copy 


ed free Address 
HARDWARE DEALERS’ MAGAZINE 

Broadway and Chambers St., New "York. 
Mallett —. *publishers 


HISTORIC: AL. 


THE AMERICAN HISTORICAL REGISTER, a 
Monthly Gazette of the Patriotic Hereditary 
Societies = od pac States of America. Send 
“ adverti sand econ copies. 120 
Sixth St., “Philadelphia, Ba Pa 
HOM@@OPATHY. 
HOMCEOPATHIC RECORDER, Phila., Pa. 
LARGEST CIRCULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
MEDICINE AND SURGERY. 
MEDICAL SENTINEL sworn cir. Portland, Or. 
SOCIETY. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
SPANISH. 


REVISTA POPULAR, established 1 
Spanish eee - the ware 
in all guages : 46 Vesey $ St., 











aes - ons 
Y. Cit 


8U. oba¥ Ba AY PAPERS. 


ELMIRA, N. Y., TELEGRAM: Circulation over 
100,000 batter week] y. 


TEXTILE WORLD, Boston. 
TOBACCO. 

WESTERN TOBACCO JOURNAL, Cincinnati. 

TYPEWRITERS 

PHONOGRAPHIC WORLD, New York City. 
VEHICLES. 

FARM MACHINERY (Eli), St. Louis, Mo. 

WELSH. 


Y Lasages on. For half a cent century the national or- 
f the Welsh people. Weekly issue 12,000 
oto For advertsing rates dress Y 
DRYCH, Utica, N. Y 
WOMEN. 


QUEEN OF FASHION, New York City. 
Issued monthly. A million copies a year. 


Largest rating. 









rast 


PRINTERS’ INK. 


T o Round out 
the Century. 





THE INQUIRY. THE REPLY. 
a 
Boston, wei PS 1805" NEw York, 


Griz fe, — "Mey 9 April 29, 1895. 
MR. FRED V. FULLER. 


wee CA The subscription price of 
oulenipter “ Mn | Panne INK will shortly be in- 


poof aa m= creased to $5 a year; if you send a 


; be | check for $10 upon receipt of this, 





/ ¢ : ad | we will enter your name on the sub- 
enn’ scription list for five years. 
Fred V Fuller 1jun95 PRINTERS’ INK. 


185 Shurtleff st 
THE OUTCOME. 








95° No 22 
tional Rank of Chelsea, . 
‘i _$ 5/20. | 
Dou 


Some Sage Comments on the Above Transaction. 


The subscription price for PRINTERS’ INK is now $2 a year. 
The subscription price for PRINTERS’ INK will be $5 a year after Jan. 1, 1896. 
Subscribers are allowed to renew their subscriptions now for as many years as 
they choose at $2 a year. 
For the purpose of pre-payment, Subscription (Coupons are just as good as cash. 
$10 in cash or coupons will pre-pay five years’ subscription for PRINTERS’ INK. 
Withdrawn June 1, 1895 : all offers to sell subscription coupons to be paid for 
by advertising. 
For further information, address, 









PRINTERS’ INK, 10 spruce sT., NEW YORK. 











A CLOCK FOR THE 


PRINTERS’ 


INK. 
LOCAL REPORTER. 
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THE INVITATION. 


In PRINTERS’ INK for May Ist the 
following announcement appeared : 
TO THE LOCAL REPORTER. 


In every village and hamlet in the United 
States there are persons who use the Ripans 
[abules. They are only useful for disorders 
esulting from an impaired digestion, but 

retty nearly every human ill hinges upon 
this very cause. p to the present time the 
ise of the Tabules has been most common 
among the rich or well-to-do, the educated 
and most intelligent ; although the poor, and 
the people who have little time for education 
and none for the elegancies of life, outnum- 
ber their more fortunate neighbors more than 








a 
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a hundred to one. These poorer people are 
the very ones who will be most benefited by 
the general distribution of Ripans Tabules 
until they have a place in every house in the 
land. he advertisements of the Ripans 
Tabules are written by educated men and 
women and appeal to those of the same class 
who live in comparative elegance and luxury. 
More effective advertisements could be pre- 
»ared by men of experience as reporters, by 
losuing from the local druggist the name of 
some person in a humble walk of life who 
has used the Ripans Tabules, and visiting 
and discussing with that person the ills for 
which the Tabules are a remedy, and the 
satisfactory results arising from their use. 
Such an interview, with name, date, street 
number or exact address, with autograph of 
the person interviewed if available, would 
prove a valuable advertisement and, being 
set down in the very words used, will convey 
the correct meaning to other poor and humble 
folk in the same or a similar walk of life. 
The ordinary advertisement - ared by the 
ad-smith shoots over the hea a ninety and 
nine of the very people for whom the Ripans 
Tabules are eventually destined to prove 
such a boon. 

An appeal is hereby addressed to every 
local newspaper reporter, and to every per- 
son who is somewhat practiced in writing, to 
make an attempt at learning and committing 
to paper the views of one or more of humble 
persons in modest circumstances residing in 
the near neighborhood, who have already 
learned the value of the Ripans Tabules. 
Try to tell the story in the actual words and 
to preserve the pronunciation—to tell the 
story exactly as it was learned. 

For every satisfactory example of such a 
report sent to the Ripans Chemical Company, 
No. 10 Spruce Street, New York, that Com- 
pany will send two of the Mantel Clocks 


here pictured, one to the reporter and another 
to the person interviewed. 
THE RESPONSE. 

To the above invitation the follow- 

ing was the first response : 
Orecon, Wis., May 6, 1895. 
ns Chemical Co., New York: 
ENTLEMEN—Seeing your request in Print- 
ERs’ Ink of May rst for a report from people 
using Ripans Tabules, decided to try my 
hand in securing at least one. 

Found by inquiring at the drug store that 
this remedy was not kept on sale there, but 
yw yor ye A the next day found a person who 
had used the tabules, having been induced to 
try them by a sister who resides in a neigh- 
boring town. 

The gentleman interviewed, Mr. A. P. St. 
John, of this town, was not very communica- 
tive, but by much “ pumping” gleaned the 
following : 


Ri 


THE TESTIMONIAL. 

“For a long time I have been more or less 
troubled with dyspepsia. Having consider- 
able hard work to do, if I followed the crav- 
ings of my appetite it was sure to result in 
those terrible distressing pains of the stom- 
ach. When in the most agony I would en- 
deavor to obtain partial relief by some 
* grandmother’ treatment, which, if of any 
benefit, was to strengthen the imagination 
that the distress was a trifle less. At times 
I have suffered intensely. While visiting my 
sister Cora I was recommended to try Ripans 
Tabules, which I soon discovered were a 
blessing to mankind. Now I am never 
without them, and am pleased to recommend 
them as a Godsend to those troubled with 
dyspepsia.” 


EP db 
= 


Aas 


This is the signature of the gentleman 
whose testimonial is printed above. 


This is one person’s story. If the above 
meets the requirements of your request, will 
be pleased to serve you again. 

Vaeus respectfully, 


P.S.—Send clock to my address, Oregon, 
Wis., “‘ care of Oregon Observer.” 
CONCLUSION. 

Inasmuch as Mr. Williams’ inter- 
view with Mr. St. John resulted in 
precisely such statements of fact as 
were desired, the two clocks were im- 
mediately forwarded as promised, and 
more of them are still to be had on 
the same terms. All communications 
should be addressed to The Ripans 
Chemical Company, No. to Spruce St., 
New York, 





io METI SET 
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PRINTERS’ 


ied gnats -ilbanes FOR ADVERTISERS. 


INK. 


re igus oer “ Wadnootay. Subscription 
liars a year. Five Cents a copy ; 
Three RR, 42 No back numbers. 
tPublishers desiring to subscribe for PRINT- 
ERs’ Ink for the benefit of advertising patrons 
can obtain special terms on a gg 
i Being printed trom ites, it is ae 
possible to issue a new edition of five hundred 
copies for $25, or a |. r number at same rate. 
tar If any person who has not paid for it is 
receiving PRINTERS J In, itis y some one 
subscribed in his name. eaner is 
stopped at the expiration of the time # 
OP TROULAT ON: abeequees of 
the auaes pamener of copies printed < of every ne of 
NK for a pered So 
aod on on fl with the e editor ‘of ti the American 


bens per Deeeneey,, 20 t the ary woe 
correctly rated in the a of t k 
fort 1895, shows t the pornas » verage tame for 


the last year was 17,768 -— ies; for the last six 
months, 19,875 copies ; for the last three months, 
21,223 and iy the last we weeks, Fanon cay 

During e ry weeks the to’ issue 0 
PRINTERS’ At 


ies, the average 
[ow B per week. The : est issue num- 
ra "Sh 800 Toop: The largest 30,500 copies.— 


| Ix, Thay 4, ee 
New York Orricss: No. 10 Spruce Street. 
CHICAGO AGENTS, 
Bennam & Incranam, 26 Evening Post Bui!ding. 
BOSTON AGENT, 
W. F. Moore, Room 2, 10 Federal St. 
LONDON AGENT, 
F. W. Sears, 138 Fleet St. 








NEW YORK, MAY 22, 1895. 








WE cannot command success, but 
we can coax it along by judicious ad- 
vertising. 





THE billposter who don’t believe in 
advertising himself don’t stick to his 
own principles. 





PRINTERS’ INK exists as much for 
the billposter as for any other pro- 
gressive advertiser. 





TEN dollars sent now pays a sub- 
scription for PRINTERS’ INK from now 
till the end of this century. 





Every billposter should keep his 
card running in publications that reach 
the class to whom he looks for his 
trade. 





A FINISHED gentleman is one some 
coquette has done up. — Galveston 
News. 

A finished business man is one who 
don’t advertise. 





Last week’s PxinTERS’ INK men- 
tioned a paper called /¢ as the shortest 
name in the American Newspaper Di- 
rectory. This name is, however, ap- 

roached in brevity bya daily issued at 
Siaiiowa, N. Y., and designated 4 //. 


PRINTERS’ 


INK. 


THE wide-awake billposter will use 
his space to advertise himself when he 
hasn’t any one else to advertise. He 
should have some posters on hand for 
this purpose. 


THE billposter who keeps his bills 
posted with up-to-date advertising abil- 
ity will have more bills to post on the 
walls and more bills to post to his ever 
increasing clientele. 





R. Hoge & Co. have perfected and 
already have on exhibition some won- 
derful machines for the wrapping and 
mailing of every sort of publication. 
‘They are capable of handling a pam- 
phlet or newspaper in a variety of ways, 
rolling, folding or wrapping flat, as is 
usual with magazines, and delivering 
all in sacks ready for distribution at 
the post-office. 





THE Sunday Republic, of St. Louis, 
issue of May sth, contained 174 col- 
umns, or 26 pages of advertisements, 
and broke all records in that great 
city. PRINTEKS’ INK has seen a copy 
of this remarkable issue with all read- 
ing matter omitted. It is well calcu- 
lated to impress an advertiser with the 
extent and high character of the local 
advertising patronage awarded to the 
Republic. 


EpiTor LANCASTER, in The Fourth 
Estate, questions the assertion that the 
circulation of the Boston Herald is 
third among New England dailies. If 
not entitled to third place, as Mr. 
Lancaster asserts, it would be inter- 
esting to be told where it does belong. 
During 1894 the G/ode printed an aver- 
age of 171,481 copies daily, the Jour- 
nal 83,376 copies, and the Record 82,- 
ooo copies. If Mr. Lancaster knows 
how many copies the Heradd/ printed 
in 1894 the item will be exclusive news 
for his columns, and will fix the status 
of the Herald beyond cavil. 








THE very first thing for a druggist 
to do in an advertising way is to sub- 
scribe for PRINTERS’ INK, published 
at to Spruce street, New York. It is 
undoubtedly the advertising authority 
of America—probably of the world. 
In this little magazine he will see week 
after week the ideas of the shrewdest 
advertisers in the country. He will 
see specimen ads of every description, 
and he will acquire a great deal of val- 
uable knowledge on the subject. 

















May be, if he is a careful student, 
it won’t be very long until he can write 
1 good ad himself—an ad that will act- 
tally sell goods. But if he is a busy 
lruggist he will want to employ a pro- 
essional ad writer. In PRINTERS’ INK 
he can find quite a list of these writers. 
The better writers generally charge 
bout a dollar apiece for first-rate re- 
iil ads, and a dollar spent in this way 
; well spent.—A merican Druggist and 
Pharmaceutical Record, 


THE Brooklyn Standard-Union, in 
n instructive essay upon newspaper 
ublishing in the city of New York, 
‘*The first newspaper here was 

egun on Nov. 16, 1725; a second one 

itered the field Nov. 5, 1733. Dur- 
ig the Revolution there were five, 
hich, by agreement, appeared on 
ach day of the week, except Sunday 
und Monday. Up to 1833 no daily 
had a circulation of 3,000. Advertis- 
g agents were unknown. The Sun, 
established Sept. 3, 1833, was the first 
ccessful penny paper. it soon printed 
four times as many copies as the larg- 
est of the dailies, and its success made 
many imitators. ‘| he editor of a daily 
had but one assistant and he rarely 
brought in from outside more than 
three or four paragraphs ina day. The 
totai receipts of the chief newspaper in 

1825 might have been $35,000, in 1845, 
€200,000, in 1860, $600,000, and in 
1872, $1,000,000. The trade and com- 
mercial weeklies began as far back as 
1730, but most of the strong ones were 
founded just before the civil war, and 
had a very difficult time in getting es- 
tablished. It was hard to induce mer- 
chants to believe that there was any 
value in them.” 


tvs: 


—_— «e+ -——_ 

in the cause of publicity the billposter 
makes the most “ stands.” 

[ue billposter’s prospector for advertising 
spaces should be a wall-eyed man, but not 
necessarily a “fence.” 

Tue billposter and his bills should both be 
well posted. For the former use PRinTERs’ 
Ink, for the latter, paste. 

I r makes a deal of difference whether you 

re from business, or the business retires 
oon n you. Advertising judiciously will make 
the distinction in your favor. 


\n Alaska billposter says at the top of 
his letterheads: ‘“‘I furnish more hours of 
daylight for your posters than any other 
man in Uncle Sam’s domain.’ 

Tue old timer, who runs a small, standing 
ad of the “ Bill Jones, Grocer; the Finest 

tock in Town” variety in his local paper, 
discovers to his cost that people do not go by 
he card but do go by the store. 
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INK. 25. 
THE ‘‘ PRINTERS’ INK” VASE. 








Every ad-smith intending to make 
an effort to secure the prize vase of- 
fered for the advertisement worded 
and displayed to best serve the pur- 
pose of attracting subscribers to PrINT- 


ERS’ INK: A Journal for Advertisers, 
should send in his name and address, 
and the whole story of the proposed 
competition will be sent to him just as 
soon as the pamphlet containing copy of 
the four hundred advertisements, now 
in hand, is completed. Addressall com- 
munications simply PRINTERS’ INK 

New York. 


—_+o+—__———_ 
BILL-STICKING. 
By Chas. Dickeus. 


If I had an enemy whom I hated— 
which Heaven forbid !—and if I knew 
of something that sat heavy on his 
conscience, | think { would introduce 
that something into a Posting-Bill, 
and place a large impression in the 
hands of an active sticker. I can 
scarcely imagine a more terrible re- 
venge. I should haunt him, by this 
means, night and day. I do not mean 
to say that I would publish his secret, 
in red letters two feet high, for all the 
town to read: I would darkly refer to 
it. It should be between him and me, 
and the Posting-Bill. Say, for ex- 
ample, that, at a certain period of his 
life, my enemy had surreptitiously 
possessed himself of a key. I would 
then embark my capital in the lock 
business, and conduct that business on 
the advertising principle. in all my 
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placards and advertisements, I would 
throw up the line SECRET Keys. 
Thus, if my enemy passed an unin- 
habited house, he would see his con- 
science glaring down on him from the 
parapets, and peeping up at him from 
the cellars. If he took a dead wall in 
his walk, it would be alive with re- 
proaches. If he sought refuge in an 
omnibus, the panels thereof would be- 
come Belshazzar’s palace to him. If 
he took a boat, in a wild endeavor to 
escape, he would see the fatal words 
lurking under the arches of the bridges 
over the Thames. If he walked the 
streets with downcast eyes, he would 
recoil from the very stones of the 
pavement, made eloquent by lamp- 
black lithograph. If he drove or rode, 
his way would be blocked up, by 
enormous vans, each proclaiming the 
same words over and over again from 
its whole extent of surface. Until, 
having gradually grown thinner and 
paler, and having at last totally re- 
jected food, he would miserably perish, 
and | should be revenged. This con- 
clusion I should, no doubt, celebrate 
by laughing a hoarse laugh in three 
syllables, and folding my arms tight 
upon my chest agreeably to most of 
the examples of glutted animosity that 
I have had an opportunity of observing 
in connection with the drama—which, 
by the by, as involving a good deal of 
noise, appears to me to be occasion- 
ally confounded with the drummer. 
The foregoing reflections presented 
themselves to my mind, the other day, 
as I contemplated (being newly come 
to London from the East Riding of 
Yorkshire, on a house-hunting expedi- 
tion for next May) an old warehouse 
which rotting paste and rotting paper 
had brought down to the condition of 
an old cheese. It would have been 
impossible to say, on the most con- 
scientious survey, how much of its 
front was brick and mortar, and how 
much decaying and decayed plaster. 
It was so thickly incrusted with frag- 
ments of bills, that no ship’s keel 
after a long voyage could be half so 
foul. All traces of the broken win- 
dows were billed out, the doors were 
billed across, the water-spout was 
billed over. ‘he building was shored 
up to prevent its tumbling into the 
street; and the very beams erected 
against it were less wood than paste 
and paper, they had been so con- 
tinually posted and reposted. The 
forlorn dregs of old posters so encum- 
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bered this wreck that there was no 
hold for new posters, and the stickers 
had abandoned the place in despair, 
except one enterprising man who had 
hoisted the last masquerade to a clear 
spot near the level of the stack of 
chimneys where it waved and drooped 
like a shattered flag. Below the rusty 
cellar-grating, crumpled remnants of 
old bills torn down rotted away in 
wasting heaps of fallen leaves. Here 
and there, some of the thick rind of 
the house had peeled off in strips, and 
fluttered heavily down, littering the 
street; but still, below these rents 
and gashes, layers of decomposing post- 
ers showed themselves, as if they were 
interminable. I thought the building 
could never even be pulled down, but 
in one adhesive heap of rottenness 
and poster. As to getting in—I don’t 
believe that if the Sleeping Beauty 
and her Court had been so bilied up, 
the young Prince could have done it. 
Knowing all the posters that were 
yet legible, intimately, and pondering 
on their ubiquitous nature, I was led 
into the reflections with which I be- 
gan this paper, by considering what 
an awful thing it would be ever to 
have wronged—say M. Jullien for ex- 
ample—and to have his avenging 
name in characters of fire incessantly 
before my eyes. Or to have injured 
Madame Tussaud, and undergo a simi- 
lar retribution. Has any man a self- 
reproachful thought associated with 
pills, or ointment? What an avenging 
spirit to that man is Professor Hollo- 
way! Have I sinned in oil? Cabburn 
pursues me. Have I a dark remem- 
brance associated with any gentle- 
manly garments, bespoke or ready 
made? Moses and son are on my 
track. Did I ever aim a blow at a 
defenseless fellow-creature’s head ? 
That head eternally being measured 
for a wig, or that worse head which 
was bald before it used the balsam, 
and hirsute afterwards—enforcing the 
benevolent moral, ‘‘ Better to be bald 
as a Dutch cheese than come to this,” 
undoes me. Have I no sore places in 
my mind which Mechi touches—which 
Nicholl probes—which no registered 
article whatever lacerates? Does no 
discordant note within me thrill re- 
sponsive to mysterious watchwords, 
as ‘‘ Revalenta Arabica,’’ or ‘‘ Number 
One St. Paul’s Churchyard”? Then 
may I enjoy life, and be happy. 
Lifting up my eyes, as I was musing 
to this effect, I beheld advancing to- 
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ward me (I was then on Cornhill near 
to the Royal Exchange) a solemn pro- 
cession of three advertising vans, of 
first-class dimensions, each drawn by 
a very little horse. As the cavalcade 
approached, I was at a loss to reconcile 
the careless deportment of the drivers 
of these vehicles with the terrific an- 
nouncements they conducted through 
the city, which, being a summary of 
the contents of a Sunday newspaper, 
were of the most thrilling kind. Rob- 
bery, fire, murder, and the ruin of the 
united kingdom—each discharged in 
a line by itself, like a separate broad- 
side of red-hot shot—were among the 
least of the warnings addressed to an 
unthinking people. Yet the ministers 
of fate who drove the awful cars 
leaned forward with their arms upon 
their knees in a state of extreme lassi- 
tude, for want of any subject of in- 
terest. The first man, whose hair I 
might naturally have expected to see 
standing on end, scratched his head— 
one of the smoothest I ever beheld— 
with profound indifference. The second 
whistled. The third yawned. 

Pausing to dwell upon this apathy, 
it appeared to me, as the fatal cars 
came by me, that I descried in the 
second car, through the portal in 
which the charioteer was seated, a 
figure stretched upon the floor. At 
the same time I thought I smelt to- 
acco. The latter impression passed 
quickly from me; the former re- 
nained. Curious to know whether 
this prostrate figure was the one im- 
pressible man of the whole capital 
who had been stricken insensible by 
the terrors revealed to him, and whose 
form had been placed in the car by 
the charioteer from motives of hu- 
manity, I followed the procession. It 
turned into Leadenhall market, and 
halted at a public house. Each driver 
lismounted. I then distinctly heard, 
proceeding from the second car, where 
| had dimly seen the prostrate form, 
the words : 

‘And a pipe!” 

The driver entering the public-house 
with his fellows, apparently for pur- 
poses of refreshment, I could not re- 
frain from mounting on the shaft of 
the second vehicle, and looking in at 
the portal, I then beheld, reclining on 
his back upon the floor, on a kind of 
mattress or divan, a little man in a 
shooting-coat. The exclamation ‘‘ Dear 
me !’’ which irresistibly escaped my 
lips, caused him to sit upright, and 
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survey me. I found him to be a good- 
looking little man of about fifty, with 
a shining face, a tight head, a bright 
eye, a moist wink, a quick speech, and 
a ready air. He had something of a 
sporting way with him. 

He looked at me, and I looked at 
him, until the driver displaced me by 
handing in a pint of beer, a pipe, and 
what I understand is called a ‘‘screw’’ 
of tobacco—an object which has the 
appearance of a curl-paper taken off 
the bar-maid’s head, with the curl in 


- 
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‘*T beg your pardon,’ said I, when 
the removed person of the driver 
again admitted of my presenting my 
face at the portal. ‘‘ But—excuse my 
curiosity, which I inherit from my 
mother—do you live here ?’’ 

‘* That’s good, too!’ returned the 
little man, composedly laying aside a 
pipe he had smoked out, and filling 
the pipe just brought to him. 

‘*Oh, you don’t live here then?” 
said I, 

He shook his head, as he calmly 
lighted his pipe by means of a German 
tinder-box, and replied, ‘‘ This is my 
carriage. When things are flat, | take 
a ride sometimes, and enjoy myself. 
I am the inventor of these wans.’’ 

His pipe was now alight. He drank 
his beer all at once, and he smoked 
and he smiled at me. 

‘*It was a great idea!’ said I. 

‘*Not so bad,” returned the little 
man, with the modesty of merit. 

‘*Might I be permitted to inscribe 
your name upon the tablets of my 
memory ?”’ I asked. 

‘*There’s not much odds in the 
name,’’ returned the little man, ‘‘no 
name particular—I am the King of the 
Bill-Stickers.” 

‘*Good gracious !’’said I. 

The monarch informed me, with a 
smile, that he had never been crowned 
or installed with any public cere- 
monies, but that he was peaceably ac- 
knowledged as King of the Bill- 
Stickers in right of being the oldest 
and most respected member of ‘the 
old school of bill-sticking.” He like- 
wise gave me to understand that there 
was a Lord Mayor of the Bill-Stickers, 
whose genius was chiefly exercised 
within the limits of the city. He 
made some allusion, also, to an in- 
ferior potentate, called ‘‘ Turkey- 
legs,’’ but I did not understand that 
this gentleman was invested with 
much power. I rather inferred that 
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he derived his title from some pecul- 
iarity of gait, and that it was of an 
honorary character. 

‘* My father,’’ pursued the King of 
the Bill-Stickers, ‘‘ was engineer, 
beadle, and bill-sticker to the parish 
of St. Andrews, Holborn, in the year 
one thousand seven hundred and 
eighty. My father stuck bills at the 
time of the riots of London.” 

‘*You must be acquainted with the 
whole subject of bill-sticking, from 
that time to the present ?’’ said I. 

‘* Pretty well so,’’ was the answer. 

‘Excuse me,” said 1; ‘‘but lama 
sort of collector—’’ 

‘* Not income-tax ?’”’ cried his majes- 
ty, hastily removing his pipe from his 
lips. 

‘No, no,’’ said I. 

‘* Water-rate ?’’ said his majesty. 

‘*No, no,’’ { returned. 

‘Gas? Assessed? Sewers?” said 
his majesty. 

‘“You misunderstand me,’’ I re- 
plied, soothingly. ‘‘ Not that sort of 
a collector at all ; a collector of facts.’’ 

‘‘Oh! if it’s only facts,” cried the 
King of the Bill-Stickers, recovering 
his good humor, and banishing the 
great mistrust that had suddenly fallen 
upon him, ‘‘come in and welcome! 
It it had been income, or winders, I 
think I should have pitched you out of 
the wan, upon my soul!’’ 

Readily complying with the invita- 
tion, I squeezed myself in at the small 
aperture. His majesty, graciously 
handing me a little three-legged stool, 
on which I took my seat in a corner, 
inquired if I smoked. 

‘*T do—that is, 
swered. 

‘*Pipe and a screw,”’ said his ma- 
jesty to the attendant charioteer. 
‘*Do you prefer a dry smoke, or do 
you moisten it ?”’ 

As unmitigated tobacco produces 
most disturbing effects upon my sys- 
tem (indeed, if I had perfect moral 
courage, I doubt if I should smoke at 
all, under any circumstances), I ad- 
vocated moisture, and begged the Sov- 
ereign of the Bill-Stickers to name his 
usual liquor, and to concede to me the 
privilege of paying for it. After some 
delicate reluctance on his part, we 
were provided, through the instrumen- 
tality of the attendant charioteer, with 
a can of cold rum-and-water, flavored 
with sugar and lemon. We were also 
furnished with a tumbler, and I was 
provided with a pipe. His majesty, 


I can,’ I an- 
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then, observing that we might combine 
business with conversation, gave the 
word for the car to proceed ; and, to 
my great delight, we jogged away 
at a foot pace. 

| say to my great delight, because I 
am very fond of novelty, and it was a 
new sensation to be jolting through 
the tumult of the city in that secluded 
temple, partly open to the sky, sur- 
rounded by the roar without, and see- 
ing nothing but the clouds. Occasion- 
ally, blows from whips fell heavily on 
the Temple’s walls, when, by stopping 
up the road longer than usual, we 
irritated carters and coachmen to mad- 
ness ; but they fell harmless upon us 
within and disturbed not the serenity 
of our peaceful retreat. As I looked 
upward, I felt, I should imagine, like 
the astronomer royal. | was enchanted 
by the contrast betwen the freezing 
nature of our external mission on the 
blood of the populace, and the perfect 
composure reigning within those sacred 
precincts: where his majesty, reclin- 
ing easily on his left arm, smoked his. 
pipe and drank his rum-and-water 
from his own side of the tumbler, 
which stood impartially between us. 
As | looked down from the clouds and 
caught his royal eye, he understood 
my reflections. ‘‘I have an idea,’’ he 
observed, with an upward glance, ‘‘of 
training scarlet runners across in the 
season,—making an arbor of it—and 
sometimes taking tea in the same, ac- 
cording to the song.’’ I nodded ap- 
proval. 

‘* And here you repose and think?’ 
said I. 

‘* And think,’’ said he, ‘‘of posters 
—walls—and hoardings.’’ 

We were both silent, contemplating 
the vastness of the subject. I re- 
membered a surprising fancy of dear 
Thomas Hood’s, and wondered whether 
this monarch ever sighed to repair to 
the great wall of China, and stick bills 
all over it. 

‘* And so,’’ said he, rousing himself, 
‘*it’s facts as you collect ?”’ 

**Facts,” said I. 

‘The facts of bill-sticking,’’ pur- 
sued his majesty, in a benignant man- 
ner, ‘‘as known to myself, air as 
following: When my father was en- 
gineer, beadle, and bill-sticker to the 
parish of St. Andrew’s, Holborn, he 
employed women to post bills for him. 
He employed women to post bills at 
the time of the riots of London. He 
died at the age of seventy-five year, 
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and was buried by the murdered Eliza 
Grimwood, over in the Waterloo road.’’ 

As this was somewhat in the nature 
of a royal speech, I listened with 
deference and silently. His majesty, 
taking a scroll from his pocket, pro- 
ceeded, with great distinctness, to 
pour out the following flood of in- 
formation: 

‘‘The bills being at that period 
mostly proclamations and declarations, 
and which were only a demy size, the 
manner of posting the bills (as they 
did not use brushes) was by means of 
a piece of wood which they called a 
‘dabber.’ Thus things continued un- 
til such time as the State lottery was 
passed, and then the printers began to 
print larger bills, and men were em- 
ployed instead of women, as the State 
lottery commissioners then began to 
send men all over England to post 
bills, and would keep them out for six 
or eight months at a time, and they 
were called by the London bill-stickers 
‘trampers,’ their wages at the time 
being ten shillings per day, besides 
expenses. They used sometimes to 
be stationed in large towns for five or 
six months together, distributing the 
schemes to all the houses in the town. 
And then there were more caricature 
wood-block engravings for posting- 
bills than there are at the present 
time, the principal printers, at that 
time, of posting-bills, being Messrs. 
Evans and Ruffy, of Budge-row; 
Thoroughgood and Whiting, of the 
present day; and Messrs. Gye and 
Balne, Gracechurch street, City. The 
largest bills printed at that period 
were a two-sheet double crown ; and 
when they commenced printing four- 
sheet bills, two bill-stickers would 
work together. They had no settled 
wages per week, but had a fixed price 
for their work, and the London bill- 
stickers, during a lottery week, have 
been known to earn, each, eight or 
nine pounds per week, till the day of 
drawing ; likewise the men who car- 
ried boards in the street used to have 
one pound per week, and the bill- 
stickers at that time would not allow 
any one to wilfully cover or destroy 
their bills, as they had a society 
amongst themselves, and very fre- 
quently dined together at some public- 
house where they used to go of an 
evening to have their work delivered 
out untoe ’em.’’ 

All this his majesty delivered in a 
gallant manner ; posting it, as it were, 


29 


before me, in a great proclamation. 
I took advantage of the pause he now 
made to inquire what a ‘‘two-sheet 
double crown” might express? 

‘*A two-sheet double crown,’’ re- 
plied the king, ‘‘is a bill thirty-nine 
inches wide by thirty inches high.’’ 

‘Is it possible,’’ said I, my mind 
reverting to the gigantic admonitions 
we were then displaying to the multi- 
tude—which were as infants to some 
of the posting-bills on the rotten old 
warehouse—‘“‘ that some few years ago 
the largest bill was no larger than 
that?” 

‘* The fact,” returned the king, ‘‘ is 
undoubtedly so.’’ Here he instantly 
rushed again into the scroll. 

‘*Since the abolishing of the State 
Lottery all that good feeling has gone, 
and nothing but jealousy exists, through 
the rivalry of each other. Several 
bill-sticking companies have started, 
but have failed. The first party that 
started a company was twelve years 
ago; but what was left of the old 
school and their dependents joined to- 
gether and opposed them. And for 
some time we were quiet again, till a 
printer of Hatton Garden formed a 
company by hiring the sides of the 
houses ; but he was not supported by 
the public, and he left his wooden 
frames fixed up for rent. The last 
company that started took advan- 
tage of the new police act, and 
hired of Messrs. Grisell and Peto the 
hoarding of Trafalgar Square, and es- 
tablished a bill-sticking office in Cursi- 
tor street, Chancery lane, and engaged 
some of the new bill-stickers to do 
their work, and for a time got the half 
of all our work, and with such spirit 
did they carry on their opposition to- 
ward us, that they used to give us in 
charge before the magistrate, and get 
us fined ; but they found it so expen- 
sive that they could not keep it up, 
for they were always employing a lot 
of ruffans from the Seven Dials to 
come and fight us; and on one oc- 
casion the old bill-stickers went to 
Trafalgar Square to attempt to post 
bills, when they were given in custody 
by the watchman in their employ, and 
fined at Queen Square five pounds, as 
they would not allow any of us to 
speak in the office; but when they 
were gone, we had an interview with 
the magistrate, who mitigated the fine 
to fifteen shillings. During the time 
the men were waiting for the fine, this 
company started off to a public-house 
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that we were in the habit of using, 
and waited for us coming back, where 
a fighting scene took place that beg- 
gars description. Shortly after this 
the principal one day came and shook 
hands with us, and acknowledged that 
he had broken up the company, and 
that he himself had lost five hundred 
pounds in trying to overthrow us. We 
then took possession of the hoarding 
in Trafalgar Square; but Messrs. 
Grisell & Peto would not allow us to 
post our bills on the said hoarding 
without paying them—and from first 
to last we paid upwards of two hundred 
pounds for that hoarding, and like- 
wise the hoarding of the Reform Club- 
house, Pall Mall.’’ 

His majesty, being now completely 
out of breath, laid down his scroll 
(which he appeared to have finished), 
puffed at his pipe, and took some rum- 
and-water. I embraced the oppor- 
tunity of asking how many divisions 
the art and mystery of bill-sticking 
comprised? He replied, three — 
auctioneer’s bill-sticking, theatrical 
bill-sticking, general bill-sticking. 

‘*The auctioneers’ porters,’ said 
the king, ‘‘who do their bill-sticking, 
are mostly respectable and intelligent, 
and generally well paid for their work, 
whether in town or country. The 
price paid by the principal auctioneers 
for country work is nine shillings per 
day ; that is, seven shillings for day’s 
work, one shilling for lodging, and 
one for paste. Town work is five 
shillings a day, including paste.’’ 

‘*'Town work must be rather hot 
work,” said I, ‘‘if there be many of 
those fighting scenes that beggar de- 
scription, among the bill-stickers ?”’ 

‘*Well,” replied the king, ‘‘I an’t 
a stranger, I assure you, to black eyes; 
a bill-sticker ought to know how to 
handle his fists a bit. As to that row 
I have mentioned, that grew out of 
competition, conducted in an uncom- 
promising spirit. Besides a man 
in a horse-and-shay continually follow- 
ing us about, the company had a 
watchman, night and day, to prevent 
us from sticking bills upon the hoard- 
ing in Trafalgar Square. We went 
there, early one morning, to stick bills 
and to black-wash their bills, if we 
were interfered with. We were inter- 
fered with, and I gave the word for 
laying on the wash. It was laid on— 


pretty brisk—and we were all taken to 
Queens Square; but they couldn’t 
I knew that ’’—with a bright 


fine me. 
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smile—‘‘I’d only given directions—I 
was only the general.’’ 

Charmed with this monarch’s affa- 
bility, I inquired if he had ever hired 
a hoarding himself. 

‘‘Hired a large one,” he replied, 
opposite the Lyceum theater, when 
the buildings was there. Paid thirty 
pounds for it ; let out places on it, and 
called it ‘The External Paper-Hang- 
ing Station.’ But it didn’t answer. 
Ah!” said his majesty thoughtfully, 
as he filled the glass, ‘‘ bill-stickers 
have a deal tocontend with. The bill- 
sticking clause was got into the police 
act by a member of parliament that 
employed me at his election. The 
clause is pretty stiff respecting where 
the bills go ; but he didn’t mind where 
his bills went. It was all right 
enough, so long as they was his 
bills !”’ 

Fearful that I observed a shadow of 
misanthropy on the king’s cheerful 
face, I asked whose ingenious inven- 
tion that was, which I greatly admired, 
of sticking bills under the arches 


of the bridges. ‘‘Mine,’’ said his 
majesty, ‘‘I was the first that ever 
stuck a bill under a bridge! Imitat- 


ors soon rose up—of course. When 
don’t they? But they stuck ’em at 
low-water, and the tide came and swept 
the bills clean away. I knew that!”’ 
The king laughed. 

‘‘What may be the name of that in- 
strument, like an immense fishing- 
rod,’’ I inquired, ‘‘ with which bills 
are posted on high places?” 

‘* The joints,’’ returned his majesty. 
‘““Now we use the joints where for- 
merly we used ladders—as they still 
do in country places. Once when 
Madame” (Vestris, understood) ‘‘was 
playing in Liverpool, another bill- 
sticker and me were at it together on 
the wall outside the Clarence Dock— 
me with the joints—him on the ladder. 
Lord! I had my bill up, right over 
his head, yards above him, ladder and 
all, while he was crawling to his work. 
The people going in and out of the 
docks stood and laughed! It’s about 
thirty years since the joints come in.”’ 

‘Are there any bill-stickers who 
can’t read?’’ I took the liberty of 
inquiring. 

‘*Some,”’ said the king, ‘‘ but they 
know which is the right side up’ards 
of their work. They keep it as it’s 
given out to ’em. I have seen a bill 
or so stuck wrong side up’ards. But 
it’s very rare.’” 

















Our discourse sustained some inter- 
ruption at this point, by the procession 
of cars occasioning a stoppage of about 
three-quarters of a mile in length, as 
nearly as I could judge. His majesty, 
however, entreating me not to be dis- 
composed by the contingent uproar, 
smoked with great placidity, and sur- 
veyed the firmament. 

When we were again in motion, I 
begged to be informed what was the 
largest poster his majesty had ever 
seen. The king replied, ‘‘A thirty- 
six sheet poster.” | gathered, also, 
that there were about a hundred and 
fifty bill-stickers in London, and that 
his majesty considered an average 
hand equal to the posting of one 
hundred bills (single sheets) in a day. 
The king was of opinion that, al- 
though posters had much increased in 
size, they had not increased in num- 
ber ; as the abolition of the State Lot- 
teries had occasioned a great falling 
off, especially in the country. Over 
and above which change—! bethought 
myself that the custom of advertising 
in newspapers had greatly increased. 
The completion of many London im- 
provements, as Trafalgar Square (I 
particularly observed the singularity 
of his majesty’s calling that an im- 
provement), the Royal Exchange, etc., 
had of late years reduced the number 
of advantageous posting-places. _ Bill- 
stickers at present rather confine them- 
selves to districts, than to particular 
descriptions of work. One man would 
strike over Whitechapel, another would 
take round Houndstitch, Shoreditch, 
and the City road ; one (the king said) 
would stick to the Surrey side; an- 
other would make a beat of the West- 
end. 

His majesty remarked, with some 
approach to severity, on the neglect of 
delicacy and taste, gradually intro- 
duced into the trade by the new school, 
a profligate and inferior race of im- 
postors who took jobs at almost any 
price, to the detriment of the old 
school, and the confusion of their own 
misguided employers. He considered 
that the trade was overdone with com- 
petition, and observed, speaking of 
his subjects, ‘‘‘There are too many of 
‘em.”’ He believed, still, that things 
were a. little better than they had 
been ; adducing, as a proof, the fact 
that particular posting places were 
now reserved, by common consent, 
for particular posters; those places, 
however, must be regularly occupied 
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by those posters, or they lapsed and 
fell into other hands. It was of no 
use giving a man a Drury Lane bill 
this week and not next. Where was 
it to go? He was of opinion that 
going to the expense of putting up 
your own board, on which your sticker 
could display your own bills, was the 
only complete way of posting yourself 
at the present time ; but, even to effect 
this, on payment of a shilling a week 
to the keepers of steamboat piers and 
other such places, you must be able, 
besides, to give orders for theaters and 
public exhibitions, or you would be 
sure to be cut out by somebody. His 
majesty regarded the passion for orders 
as one of the most inappeasable appe- 
tites of human nature. If there were 
a building, or if there were repairs 
going on anywhere, you could gener- 
ally stand something and make it right 
with the foreman of the works; but 
orders would be expected from you, 
and the man who could give the most 
orders was the man who would come 
off best. There was this other objec- 
tionable point, in orders, that work- 
men sold them for drink, and often 
sold them to persons who were like- 
wise troubled with the weakness of 
thirst ; which led (his majesty said) to 
the presentation of your orders at the- 
ater doors, by individuals who were 
‘*too shakery’’ to derive intellectual 
profit from the entertainment, and who. 
brought a scandal on you. Finally, 
his majesty said that you could hardly 
put too little in a poster; what you 
wanted was two or three good catch- 
lines for the eye to rest on—then, 
leave it alone—and there you were ! 

These are the minutes of my con- 
versation with his majesty, as I noted 
them down shortly afterwards. | am 
not aware that | have been betrayed 
into any alteration or suppression. 
‘The manner of the king was frank in 
the extreme ; and he seemed to me to 
avoid, at once, that slight tendency to 
repetition which may have been ob- 
served in the conversation of His 
Majesty, King George the Third, and 
that slight under-current of egotism, 
which the curious observer may per- 
haps detect in the conversation of 
Napoleon Bonaparte. 

1 must do the king the justice to 
say that it was I, and not he, who 
closed the dialogue. At this juncture 
I became the subject of a remarkable 
optical delusion ; the legs of my stook 
appeared to me to.double up; the car 
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to spin round and round with great 
violence, and a mist to arise between 
myself and his majesty. In addition 
to these sensations, | felt extremely 
unwell. 1 refer these unpleasant ef- 
fects either to the paste with which 
the posters were affixed to the van, 
which may have contained some small 


portion of arsenic, or to the printer’s 
ink, which may have contained some} 


equally deleterious ingredient. Of this 
I cannot be sure. | am only sure that 
1 was not affected either by the smoke 
or the rum-and-water. [| was as- 
sisted out of the vehicle in a state of 
mind which | have only experienced 


in two other places—I allude to the | y 
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pier at Dover, and to the correspond- 
Ing portion of the town of Calais—and 
sat upon a door-step until I recovered. 
The procession had then disappeared. 
| have since looked anxiously for the 
king in several other cars, but I have 
not yet had the happiness of seeing 
his majesty. 





Displayed Advertisements 
50 cents a dime; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 

Francisco, Cal., the 


THE WA 7, "= leading Pacific Coast so- 
ciety, literary and political weekly. E. KATZ, 
186-187 W ¥ ld Bidg., Now 13, 000 weekly 

ork, N. Y., sole agent. guaranteed. 
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Capital and County Seat. 


PUBLISHED SEVEN DAYS A WEEK. 


s Established 1867. 


, THE INDEPENDENT, 
3 HELENA, MONTANA. 
Helena is the railroad, commercial and financial center of Montana; 


THE INDEPENDENT is the best medium to bring results in the Treasure 
State: it circulates in every town, mining camp and stock range in the 
tate. 


ONE OF THE BEST FIELDS FOR ADVERTISERS IN THE UNITED STATES. 
THE INDEPENDENT covers it. 


WEEKLY, EVERY THURSDAY. 
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of the Empire State. 
















Since 1888, THE PRESS has grown in strength and im- 
It is still growing and will keep on growing. 
It is officially recognized by the Republican State and 
County Committees as the leading Republican newspaper 
With progressive advertisers, 


| j8=— New York Press 


is the standard by which other papers are rated. 


There’s 
Money in 


“Tue Press, the most 
widely circulated Republi- 
can newspaper.’’—WN. FY. 
Evening Post, Aug. 2, 1888. 



























































To ad-smiths 
Everywhere. 


For some years I have been a large advertiser in PRINTERS’ 
INK, and everybody now knows that the papers I represent are 
among the very best in America. Some people who claim to 
be wise assert that my advertisements in PRINTERS’ INK are not 
always as good as the papers they represent. I want the best 
advertisements and must have them, and this is an appeal to 
every man who considers himself an ad-smith and who knows 
enough about either one of the papers named below to enable 
him to write a good advertisement for itto be used in PRINTERS’ 
[NK, to just go ahead and write the ad and send it in to me. 
If I approve of the ad submitted I will use it, and when I use 
it 1 will print the name of the ad-smith in the lower left-hand 
corner of the advertisement so that the world may recognize 
the excellence of his work: and more than that, on the very 
day that an advertisement is submitted to me I will send the 
ad-smith $2 for each advertisement accepted, and return every 
one which I cannot use. If an ad-smith sends two advertise- 
ments that are acceptable to me he will get $4; if he sends 
ten he will get $20. I will pay him $2 for each one that I 
keep, whether many or few, and those for which I do not pay 
him he shall have back. 


Philadelphia Item. 

St. Louis Post-Dispatch. 
Portland Oregonian. 
Kansas City Times. 
Denver Republican. 
Sait Lake Tribune. 
Baltimore Morning Herald. 
Pittsburgh Press. 
Houston Post. 

Fort Worth Gazette. 
Wichita Eagle. 

Atlanta Journal. 
Cleveland World. 
Tacoma Ledger. 


Address S. C. BECKWITH, Trisune Bui_pinc. New 
York City. 
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wr SBURY PARK 1. 
230,006 


Money-Spending People Summer. 


DAILY 
PRESS 


OF ASBURY PARK, 


8 PAGES. 
Is full every day of matters 


of local interest for this 
QUARTER MILLION. 


For 
Their 
J Comfort 


They have time to read your 
advertisement in 


coe 1 MC... 


Daily Press 


of Asbury Park, N. J. 


This Quarter Million 
are at the sea shore. 


They buy thir uy things or 


If you have a anything 
vanes to sell. 





ADDRESS, 


PENFIELD BROS. 
ASBURY PARK, N. J., 


who live for the pleasure of giving 
advertisers information about 
THe Dairy Press. 
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\itThe Patriot, 
HARRISBURG, PA, 


o¢ 


In every city there is one paper 
that stands out prominently as the 
representative family newspaper of 
its section. In Harrisburg THE 
PATRIOT occupies this position. Is- 
sued every morning, except Sunday 
M it has attained a bona fide circula- 
tion o 


8,000 DAILY 
5,000 WEEKLY. 


Notwithstanding the important , 
position occupied by this paper, its 
rates for advertising are cheap. Es- 
tablished for many years, t has M 
a s been in the lead as the best , 
M local home daily at the State Capitol. 

\ Any information desired may be ob- 
XM tained of 
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THE e National 
* Tribune. 


FOR NEARLY FOURTEEN YEARS 
THIS PAPER HAS BEEN A REGU- 
LAR VISITOR AT OVER 100,000 
HOMES IN THE NORTH EV!:RY 
WEEK. 
It is the favorite 
Fireside Journal 
of the 
Country Home. 
) SAMPLE COPIES FURNISHED ON 
APPLICATION. 
IN MATTERS RELATING TO AD- 
VERTISING FOR ITS COLUMNS, 
ADDRESS 


) 

) 

> The National Tribune, 
WASHINGTON, D. C. 
) 

) 

) 


BYRON ANDREWS, 
Manager Branch Office, 
_ 66 PuLiITZER BuILoING, 
N.Y. CITY. 
9100000 i] 
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{$100.00 IN PRIZES.» 
C We've got the best piece of real estate in all St. Louis, and 


want to sell it out faster than real estate was ever sold be- 
fore. We want brainy advertisements about 


CHOUTEAU PLACE. } 


If you can help us here’s your pay: $20 for the best 4-inch Cc 
single column advertisement, $ { 5 for the second best, ${O 
for the third best, and $5 for the fourth. 

For poetical ‘ Jingles,” 8 to 12 lines only, we will give four 

similar prizes: $20, $15, $10 and $s. A 


HUNDRED DOLLARS IN ALL. %J 


Besides these, we are to pay $1.00 each for all compositions 








( 








of either kind which we find available, that do not capture =) 
any of the eight prizes. 1 
CONTEST CLOSES JUNE 5TH. T 


You can’t compete intelligently unless you send for plat, D) 
escription and full particulars. Address 


CHOUTEAU PLACE, care of NICHOLLS-RITTER, 9 


0} 713 Chestnut St., St. Louis, Mo. ; 
GRO -F--FO}-FOK-JOK-FOF-IOl-F0f-O-Fof-FOf-Jot-Jor-Jor-JOL-HH 


PEORIA 
and immediately adjacent suburban villages have a 
population of 60,000 people. 

PEORIA 
will expend over $500,000 during 1895 for 
public improvements, and additional private invest- 
ments will make the total over a Million Dollars. 

PEORIA 
is for these and other reasons a good field for judi- 
cious advertisers. People spend money who have 
money. 

PEORIA 
people can best be reached through 


The Transcript 


DAILY, SUNDAY AND WEEKLY. 











Easily the Leading Newspaper in Central Illinois. 
THE TRANSCRIPT CO., PEORIA, ILL. 
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Daily, > - - 
Twice-a-week, 


Tribune Building, 


..- | he... 


Baltimore American 


Baltimore, Maryland. 
It Pays Advertisers 


Because 


It possesses the cardinal features that make it profit- 
able to advertisers, honesty, purity of tone, circulation, 
and the confidence of its readers ; these are the char- 
acteristics that give a newspaper that quality that 
shrewd advertisers seek. ‘* THE AMERICAN” 
is such a paper. Its circulation is good and increas- 
ing rapidly, and advertisers will find it a paying 
medium. George Washington was one of the 
‘“*AMERICAN’S” first and most liberal advertisers. 
In the first issue published August 20th, 1773, he 
offers for lease 20,000 acres of land on the Ohio and 
great Kanawha Rivers. By following in the foot- 
steps of the ‘‘ Father of his Country” you cannot 
make a mistake. He wanted the best medium and 
that is what we offer you to-day, 


vee 


CIRCULATION : 


Sunday, - - - 100,000 
40,000 
- = 4§,000 


~2eC> 
A. FRANK RICHARDSON, 


New York. Chicago. 


Chamber of Commerce, 
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and a Special Rate 
for Cash in Advance 


If your paper has a larger circulation 
than any other in your town, city, county, 
Congressional district or State, ov of tts class, 
it will pay you to keep the fact before adver- 
tisers. You can print your statement in 
PRINTERS’ INK once a week for a year, 52 
times in all, for ten dollars a line, provided 
you send the cash with order in full settle- 
ment. Six words make a line. The order 
will also entitle you to a year’s subscription 
to PRINTEKS’ INK, the paper to be sent to 
any address you furnish. 

If you favor us with an order, address, 


with check, 
PRINTERS’ INK, 


10 Spruce Street, New York. 
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46" In proportion to population, the number of 
persons leaving Washington for a portion of the summer 
every year is more than three times as large as the hot 
weather out-go from any other city in the United States. 
Every one of the thousands engaged in government 
service at the National Capital is granted a leave of 
absence of at least thirty days every year, and this vaca- 
tion is almost invariably taken in mid-summer. The 
annual problem therefore with this vast throng of health 
and pleasure seekers is—what place can furnish the 
greatest advantages, all things considered ? 

Proprietors and managers of summer resorts who 
wish to share in so large and valuable a clientage as this 
should make their attractions and inducements known 
(and the earlier the better) through the columns of the 
WASHINGTON EVENING STAR. 

Everybody in the District of Columbia who has any 
money to spend for any purpose reads THE STAR regu- 
larly, and its advertising rates, considering the extent and 
quality of its circulation, rank with the very lowest in 
this or any country. 


New York Representative, 
L. R. HAMERSLY, 
49 Potter Building. 
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ask questions about an 
and 


ideas—this is the retail branch. 





ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates. 


Retail merchants are invited to send advertisements for criticism and suggestion; to 
ything pertaining to retail advertisii 
ints for the betterment “ei this department. 


— send ideas, experiences 


PRINTERS’ INK is a clearing-house for 











Johnstone & Brine, publishers of 
the Zvraveler, an interesting family 
journal of travel and recreation in 
San Francisco, write me as follows : 

In an issue of Printers’ Ink of April roth 
we notice your criticism on the advertising 
of Seudebeher Bros. While no doubt there 
is much truth in what you say, especially as 
far as the sample advertisement is concerned, 
it might interest you to know that this is not 
the style of advertising exclusively adopted 
by this large concern. We inclose herewith 
two advertisements which have b-en run in 
the Traveler. We believe that you will ad- 
mit that they certainly do not lack the ele- 
ments of originality and attractiveness. 

These ads are worse than the other. 
That may seem a poor return for the 
Travelers courtesy in sending me the 
new ads. Nevertheless, it is a fact. 
The ads are attractive in the sense 
that they would doubtless receive more 
than a passing glance. 

The strongest feature in each of 
them is a large, half-tone cut. One 
of them is a picture of a mastiff 
chained on top of the box which serves 
as a dog-house. His tail is not visible, 
and the advertisement reads: ‘‘ He 
has no wag-on but Studebaker Bros. 
have, as well as all kinds of dog carts, 
surreys, victorias, phaetons, cabriolets, 
buck-boards and farm vehicles.”’ 

Not a single, solitary word of defi- 
nite information. Not a word about 
the advantage of any one of the differ- 
ent styles of vehicles. Not a word 
about the superiority of Studebaker 
vehicles over others. Nothing at all 
in the whole ad that would lead 
any one to suppose that Studebaker 
Bros. had any especial advantage to 
offer. To be sure, they are well- 
known, and their product is well known, 
but, ‘‘there are others.”’ Other 
people make good carriages and good 
wagons, which are certainly good 
enough to compete with Studebaker’s. 
Yet doubtless Studebaker Bros.’ sales- 
men could tell a visitor to their store- 
room just why he ought to buy a 
Studebaker in place of any other 
vehicle. The salesman would un- 
doubtedly have fifty reasons and could 












show the prospective purchaser quite 
a number of features in which his 
vehicles excel all others. If he doesn’t 
succeed in convincing the customer 
that for some reason or another his 
goods are the most desirable in the 
world, he will not be able to sell them. 
The points that he makes in his talk 
to the customer are the points that 
ought to go into the advertisements. 
With a picture of a vehicle and not of 
a dog. 
* 
* * 
AmsroseE Kent & Sons. 
Watches, Jewelry, Diamonds and 

Silverware. 

Toronto, April 27, 1895. 
Mr. Charles Austin Bates: 

Dear Sir—I desire to acquaint you with 
the fact that your ideas ve advertising which 
appear in Printers’ Ink are carefully pe- 
rused by me. From these I glean many use- 
ful hints and look for each issue with 
pleasure. 

Although using the daily and religious pa- 
pers as a means of advertising, catalogues 
are not overlooked. Folders are used to 
introduce new novelties, placed in eve 
parcel and in all our communications. ¥ 
send by to-day’s mail our plated ware cata- 
logue, folders, and inclose herein some adver- 
tisements. Would feel grateful to receive 
your criticism. Yours _ ee 

L. Hersert Luxe. 

In the advertisements sent, there is 
a little bit too much straining after 
effect, and a little bit too much atten- 
tion. to display, or, rather, I should 
say to alleged display. An ad is dis- 
played when the prominent features 
are brought out strongly, so that the 
advertisement is distinct and is easily 
distinguishable from its neighbors. 

Good display doesn’t mean pretti- 
ness and never did. Strength is the 
first consideration. Strength doesn’t 
always mean black type. 

There is only one recipe for display. 
Displaying an ad means making it 
prominent. It doesn’t make any dif- 
ference how you do this if you suc- 
ceed. 

A fancy ad, full of display lines, is 
seldom well displayed. The effort 
defeats its own ends. The matter is 
overdone and consequently underdone, 
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One or two strong lines is all the ad 
needs and one of these lines ought to 
be three or four times as strong as the 
other one. 

A number of these advertisements 
from Kent & Sons are not very good, 
but their tone and style show that the 
leaven is working. ‘lhe one which I 
reproduce is well and simply displayed, 
and it is very well written in spite of 
the fact that some of the expressions 
are hackneyed and that the statements 
are of too general a character. It is 
in the right line, however. 


Brida! 
Presents. 


Our large and well-assorted stock 
of Electro-plate offers unparalleled oppor- 
tunities for the selection of beautiful 
goods at extraordinary low prices. Our 
complete line of Flat Ware for ay 
and price is without a peer. Our magnifi- 
cent Cabinets of Flat Ware and Cutlery 
are very attractive, the finest quality and 
the very lowest prices. 





We will be pleased to have you call and 
inspect our goods. 
AMBROSE 
“« KENT 
& SONS. 
Manf. Jewelers and Opticians. 
5 & 7 Richmond St., West. 








Watch Repairing a Specialty. 
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“Tue Weex’s Review.” } 
The Home Newspaper of Central Iowa. > 

WATERLOO, Iowa, April 29, 1895. j 
Mr. Chas. Austin Bates: 

Dear Sirn—We are close and constant 
students of your bright and clever depart- 
ment in the “ Littie Schoolmaster.’’ Print- 
ers’ INK and Charles Austin Bates have done 
more for the improvement and development 
of retail advertising in country towns in the 
last few years than the rural press has done 
in acentury. We are rapidly approaching a 
period when the shibboleth of the successful 
merchant will be, ‘I care not who does the 
buying if the right man writes the ‘ads.’”" I 
inclose you a few samples from the columns 
of The Week's Review, which bear evidence 
of the alma mater of the author. Would 
be pleased to read any criticism you may 
have to offer on them. — Very truly, 

Tue Weex’s Review. 


There isn’t anything that tickles me 
quite so much as to be told that this 
department is being of real service. 
That’s what it is here for. If it does 
not he'p retail dealers to do better ad- 
vertising, it is a plain failure. I get a 


great many letters similar to this one. 
I would be really glad-if I could get a 
few which would disagree with me 
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and would criticise me strongly. It is 
not a good thing for any man to have 
too much praise. I believe in good, 
honest criticism. I believe it is good 
for anybody and everybody. I wish I 
could get some for myself. 

This department is run for the 
benefit of the readers of PRINTERS’ 
Ink. If it benefits them, I am glad 
to know it, and if there is anything 
that it ought to do that it isn’t doing, 
I will be glad to be told what it is. 

I have to take exception to at least 
one sentence in this letter from Zhe 
Week's Review. The writer says: ‘‘I 
care not who does the buying if the 
right man writes the ads.’’ 

That is too strong. The man who 
buys the goods is the most important 
man in any business. The skill of 
the writer of the advertisements is 
secondary and auxiliary. If the goods 
are not right, and if the price is not 
right, the best advertising that ever 
was written would not make a success 
of the business. The man who writes 
the ads is an important man in any 
business. He is becoming more and 
more important every day as business 
men come to understand his real mis- 
sion and his real uses. But he cannot 
exist by himself. He must have some 
firm ground to stand on. It is a thank- 
less task to advertise a business which 
does not justify the advertising. 

Aman may make all sorts of mis- 
takes in buying and displayiny his 
goods. His store methods may be 
abominable and his clerks incompe- 
pent, and yet if his goods do not sell, 
he will blame his advertising. He 
will say there is nothing in advertising 
anyway. A frequent trouble is that 
the ads and the store are not in unison. 
The tone of the ad is higher than the 
tone of the store. 

The advertising manager’s work 
doesn’t end with the writing and in- 
sertion of the ad. Advertising is more 
than judiciously used newspaper space. 
It is more than circulars and signs and 
booklets. It goes clear down to the 
heart of the business. 

The spirit of the advertising ought 
to permeate the whole store. The ad- 
vertiser ought to see to it that every 
one connected with the establishment 
knows exactly what he is driving at, 
and why he is driving at it. If he is 
trying to make a special sale, or create 
some certain impression on the readers 
of his ads, he ought to have every- 
body in his store understand just what 
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he is doing, so that they will live up 
to his advertising, honestly and firmly 
and consistently. The best advertise- 
ment that was ever written can be 
killed by a blank-faced, blank-minded 
clerk at the counter. 

I know by experience that the suc- 
cess of a sale in a store depends 
largely on infusing enthusiasm into 
every clerk in the store, from the most 
important buyer down to the most in- 
significant calico seller. If you can 
interest them in the success of the 
sale, and get them into the swing and 
spirit of the ad, they will be wide- 
awake and alert and the store will be 
full of the subtle electricity of enthu- 
siasm and earnestness. 

The advertisement writer’s mission 
is merely that of a historian. His 
business is to tell of the business as it 
exists. The business must be made 
first, and it must be made stand on its 
own merits just as it is. It doesn’t do 
any good to lie about it. 





For a Grocer. 


Take 
Canned Goods 


Unless you know the tricks of the 
trade and all the ways of packers 
— almost surely go wrong in 
uying them except you lean on 
some one you can trust. 
There is no place here for unworthy sorts 
-if we know them. An experience of twen- 
ty-five years has taught us how to buy. 





For a Grocer—(By Henry Holmes). 


Horse Thieves ! 


Out West they 
hang horse thieves. What’s the difference 
in morality between the man who steals your 
horse and the man who sells you poor gro- 
ceries for a good big price? e think not 
any. That’s one reason we always sell good 
goods at low prices. Another reason is that 
it is good policy to do it. 





For a Cash Grocer—(By R. L. Curran). 
A 
BUSINESS 
OPPORTUNITY 


doesn’t always mean 
a chance to get work. 
It’s a_ business op- 
portunity to have a 
chance to savemoney 
on the necessities of 
life. You can find a 
chance like that at 
this cash grocery. 


SMITH & ROE. 
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For Any Business—(By Henry Holmes). 


NOT 
BY CHANCE. 


It is not by chance that our 
business has grown to its present 
ae. Knowledge of the 

usiness, good goods and low 
prices have done it. Anybody 
who will come into the store can 
see the evidence of this. 





For Furniture—(By Henry Holmes). 


INA 
Great Measure 


People have to de- 
pend on the word of the dealer as to the 
quality of furniture. It is easy to make a 

rice cheap at the expense of the quality. 
tasy to hide the cheat, tuo. Only safe way 
is to deal at a reliable house, such as ours is. 





For Men's Furnishings. 


GET 
A 
DIVORCE 


from your winter underwear. 
Marry again. eb’s sanitary 
pure wool underwear, summer 
weights, for men, boys, ladies 
and misses. Good domestic and 
balbriggan sorts, too. Cool, thin, 
“* good-nighties.”’ 





For any business—(By Henry Ho'mes). 


Like a Church, 


Our services are 
free. We don’t charge anything for showing 
goods. We’re so proud of the stock we like 
to show it off. It’s your business to buy or 
not, just as your own good sense dictates. 
We are glad to have you look—glad to have 
your opinion. 





For Hats and Furnishings. 


Don’t We Sell 
Any But High 
Priced Goods ? 


You make us smile. 
We DON’T offer all sorts of imaginar 
discounts—but WE DO sell low priced, 
as well as the higher priced grades. 
~_ give us a call and see. 

We sell the Best for the money in anything 
needed by men, from a soc. Hat or Shirt 
to one for $4 or more. We have Hats, 
Shirts, Collars, Gloves, Neckwear, Un- 
derwear, Belts, Athletic or Bathing 
Suits, Umbrellas, or, as above stated, 
anything needed by men. 

Our Boys’ Hats at soc. lead the town, 
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Printer. 


This ink is used exclusively on PRINTERS’ INK each 
week, and is known by this name all over the country. It 
is a finer grade than my regular book ink, and can be used 
for half-tone work on super-sized and calendered paper. 
It is a clean-working ink, and there is no loss of time by 
continually washing the forms. It works as well at the 
end of a large run as it does at the beginning. Printers 
appreciate what a saving this means! Read the following 
testimonials : 


Your Printers’ Ink Cut is the most satisfactory ink we have used in a long time, and 
we paid so to 60 cents for ink not as good. 
OHIO POULTRY JOURNAL, Dayton, Ohio. 


We are preparing to stock our office throughout with your job, book and news inks, 
which heretofore we have been buying of Western houses at war prices, The inks we have 
tried from you are eminently satisfactory — better than we have ever seen from other houses 
at any price. Success to you and your crusade. Send along ten pounds of your Printers’ 
Ink Cut. PARLETTE & M’COPPIN, Ada, Ohio. 


Your Printers’ Ink Cut has been used entirely on my seed catalogue. 
THE LOVETT CO., Little Silver, N. J. 


Send me twenty pounds of your Printers’ Ink Cut at 25 cents. We like this ink very 
much and think it is as good as that for which we have paid 50 cents a pound. 
THE EGG REPORTER, Waterloo, lowa. 


The price of this ink is twenty-five cents a pound, 
whether you buy one or one hundred pounds. I put it up 
in any size cans the customer desires. 

Examine this issue carefully and judge the quality of 
the ink. Send for my beautiful price list. Address 


PRINTERS INK JONSON, 


No. 8 Spruce St., New York, 
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With the exception of black, Bronze Blue is used more 
than any other ink manufactured. It is a clean-working 
ink and dries with a bronzy appearance, just as its name 
designates. Every customer of mine who has used my 
Bronze Blue highly commends it and will not use any 
other. Here are some testimonials about it: 


A short time ago I sent you a small order, and wondered how you could send at the 
prices you quoted. I have always paid from three to five times as much and got no better, 
and in the case of your Bronze Blue not as good inks. 

FRED GRAY, Publisher Maz/, Plymouth, Mich. 


The extra fine Bronze Blue ordered of you a few days ago is equal to any $2.00 ink I 
ever used. ENTERPRISE, Poultney, Vt. 


Send us fifteen pounds of your Fine Bronze Blue ink, exactly the same as last. Your 
inks give good satisfaction. NATIONAL ENVELOPE CO., Milwaukee, Wis. 


Your ink has been very satisfactory. C. I. JOHNSON & CO., Detroit, Mich. 


We don’t hesitate to say your ink is the best we have ever used. Have tried all the 
different makes and without exception it worked clearer and with less trouble than the 
best we ever handled previously. We have only one cause for complaint. Why weren’t 
you born twenty-five years earlier? You are right when you say your ink is the best in 
the world. One does not have to be an ink manufacturer to print with it. 

FREEMAN, Waukesha, Wis. 


Your inks received and we find they suit us better than anything we have found during 
our thirty years in business. IERCE PRINTING CO., Garretsville, Ohio. 


I have two grades of Bronze Blue. My regular Fine 
Bronze Blue I sell at one dollar a pound, or twenty-five 
cents a quarter-pound can. I have a cheaper Bronze Blue 
that I sell in three-pound cans for one dollar acan. I will 
match any Bronze Blue in the world for a dollar a pound. 

Send for my beautiful price list. Address 


PRINTERS INK JONSON, 
No. 8 Spruce St., New York. 
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The Nearer the Star 
the Bigger It Looks. 



















quan 





There may be an adver- 
tising agency on your street 
that looks mighty because 
it’snear. That same agency 
may be smaller and less 
able to handle your busi- 
ness than one farther—but 
not too far—away. 

Some of our most success- 
ful and best satisfied clients 
are Easterners. 
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( All the Big 
Advertisers 
(i know the value of the C. N. U. (i) 
~— The longer they have been in busi- v 
ness the more they know about it. 
You will find them nearly all repre 
( \ sented in the advertising columns. | \ 
wv, This is intended to reach those who ¥, 
have not yet tried it. 


Those who have are in there now. 
( \ Those who have not are coming. (NU) 
. f We reach the rich and liberal-minded 


Western folks. 


The cost of space is very small. /p 
( \ The cost of an estimate is—nothing. (| \ 


. J Let us send one. vy, 
$00 OOOGee-- 
\ \ 
Chicago Newspaper Union, \ 


93 S. Jefferson Street, / 


(i CHICAGO. 
\ 

New York : 10 Spruce Street. 
§0.060G06 
J NJ Jf V/V 


‘ 
\/ J \/ 
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(OUR TRILBY.) 


When we say that the 


CLEVELAND 
PRESS 


Sells 70,000 Copies Daily 


We but repeat what every one knows. 


C. J. BILLSON, 
86 & 87 Tribune Building, NEW YORK 
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THE KOH-I-NOOR 


isnt in it with our 

















Embraces the TERRITORY in 
which we control most of the 


Street Gar Advertising. 


¢-@-> 


We are also Exclusive Eastern Agents for San 
Francisco and other California Cars. 


Carleton & Kissam, 














BOSTON . NEW YORK . CHICAGO . DENVER, ETC. 





Write for our book, ‘* The Kind That Pays.”’ 
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SS 
THE NAME 
SELLS THE GOODS 


as often as the intrinsic value. People 
have learned to respect certain names when 
stamped on silverware, and watch cases, and 
movements. 

The name “ Tiffany” is so well adver- 
tised that it actually does add a selling 
value to the article bearing it. 

Any manufacturing jeweler who pro- 
duces desirable things can increase his busi- 
ness if he will—if he will advertise. 

Write to us about the “how’ 
“where” and “ how much.” 


The Geo. P. Rowell Advertising Company, 


10 SPRUCE STREET, NEW YORK. 
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